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‘ Apsco 2002 
Apsco 4004 Deluxe Deluxe 






, : ; Chrome finish, features front-loading The executive desk stapler, chrome 
nee Steet Pine tacks aut! drawer slide. Pins ~ tacks ~ staples. finish, sliding anvil. Pins, Tacks, 
. ples. Loads 210 strip standard staples. Staples. Loads with front drawer. 


Loads 105 strip standard staples. The Apsco 2002 standard — finished 


throughout in pleasing Hammer- 
loid Grey. 






Apsco A-10 


“Traveler” model for pocket, brief 





case, or desk. Tacks—staples. _ Apsco A-1 Deluxe 

A low-cost unit, constructed of 

high-quality steel. Loads 105 strip Stapler Chrome finish plier stapler—sliding anvil 
standard staples. Available in 8”, 12” and 16” reach, with adjust- fF fast change from pinning to stapling. 


Convenient — versatile — with %” throat 


able guide. May be permanently installed. for easy stapling of bags and parcels. 


Front-loading drawer slide. Loads 210 full 
strip, standard wire staples. 






Apsco A-11 Hammer Tacker Heavy-duty industrial fastening tool. 
Write for detailed information. 


Apsco 
200 
Staple 
Remover 
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Apsco A-13 Gun Tacker 


Apsco A-9 






Soon to be announced, will 
incorporate many new, 
exclusive features. 


Heavy-duty stapler, with simplified jam release 
and adjustable guide. Needs no stapling bar. 
Loads 115 full strip %” crown h.d. staples, 
3 leg sizes. 


High quality, low priced all- 

steel pinch-type staple re- 

mover. Write for sample. 
Apsco Staples 

Highest quality standard You can combine orders for APSCO pencil sharpeners and 

#1 wire & heavy-duty staple 


types; write for prices. staplers for best quantity price. We prepay freight to destina- 
tion on all orders totalling $150. or more net, before F. E. tax. 


Increase profits, with lower laid-down costs—ORDER TODAY! 


Apsco products inc. 


Los Angeles, Cal. *» Rockford, Ill. * Toronto, Can. 
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Profits GALORE in Home DECOR! § vss\scrom™ 


been awarded the PARENTS’ 


BACKED RY POWERFUL CONSUMER MAGAZINE “Commendation 


Seal” after due study by labora. 


ADVERTISING AND PROMOTION CAMPAIGN | '77777":"2<!% 2" 


Consumer Service Bureau. 
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Craftint 


INTERIOR 


PAINT-BY-NUMBER KIT 


[——\ FOR GROUP 
ee ARRANGEMENTS 








\ ene r — <_< — — — an an am as om a= 
\ —_—. _— 2 1 THE CRAFTINT MANUFACTURING CO. ] 
\J _— “ial NEW YORK «+ CLEVELAND « CHICAGO 
cs A brand new paint-by-numbers idea! ! Main Office | 
The interior Decorators’ Kit... by Craftint! 12 new sets to answer the | = 1615 Collamer Avenue * Cleveland 10, Ohio | 
popular demand for modern home and office decoration. i Please ship me dozen new assorted | 
Every set is complete with four 8" x 8”... or two 8x 16” outlined, f INTERIOR DECORATORS’ KITS immediately: | 
paint-by-numbered, related-subject panels for grouping. ..12 rich, . Ns es ee ee ee 
oil colors in easy-to-use, screw-cap jars .. . 3 quality artists’ brushes NN csscasinscidtacsssiint 

... large bottle of brush cleaner ...and simple instructions. Epa admit S. I 
Here's your BIG ‘57 money-maker! g = 2 8 = | 

i eS AS ee TE Se ae 
Retails at $2.95 (3.25 West of Denver) i | 

: ES ae a en ae ee | 
Beis L — ee eee ee oe oe oe oe ow ow oe — ate oS 


Visit Croftint's Display at the Hobby Industry Association Trade Show, Hotel New Yorker, N.Y.C., Booth No. 35, June 26-30 
- - = for more details circle 116 on last page 













colors you can erase! 






Now — for the first time — here is a thin-lead colored 
pencil that erases cleanly, easily, completely! 


Color-Tex 


with new AR-2, General’s 
remarkable lead discovery! 





Two superb grades of Carmine and Blue 


Medium and Hard Tipped and Untipped 


ONLY PENCIL OF ITS KIND 
WITH THESE SELLING FEATURES: 


% Erases as easily as a black lead pencil. The color 
comes off — not shreds of paper! No ghosts! 


% Fade-proof — made with light-fast pigments! 


% Entirely smear-proof! 
Fill in and mail this coupon 
today for samples and details 
on our exclusive dealer plan. 


. 


eee ee ee me ee seaces4 


F GENERAL PENCIL CO., Jersey City 6, N. J. 
( Send me samples of Color-Tex with new AR-2. 


% Fortified point strength — due to General's 
“Carbo-Weld” bonding process. 


% Perfect tool for accountants and office 
workers now handicapped by hard-to-erase 
colored pencils! 





00 At no obligation to me, send full details on your 
Decler Scales Pion for Semi-Hex ond Color-Tex 
Colored Pencils. 


General Pencil Company 


JERSEY CITY 6, N.J. 





Firm —* 





Address aed 
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READER | 


In recent years a good deal has 
been written about “Ivory Tower” 
editors, that is to say editors who 
never venture out from behind their 
desks and yet pose as experts in their 
various fields. 

While the right correspondence 
can produce a wealth of background 
material, it is impossible to feel the 
pulse of any industry without a per- 
sonal contact with you who sell to 
the consumer each business day. The 
editorial staff of MODERN STATIONER 
and OFFICE EQUIPMENT DEALER at- 
tempts to maintain this personal 
touch by many field trips each year, 
in addition to convention visits. 

One of these field trips resulted 
in the article on page 18, following 
an interview with Norman Landry 
of Standard Printing Co. This 
Louisiana firm, in its second year 
of Brand Names Foundation com- 
petition, took first place in the sta- 
tionery and office equipment cate- 
gory. Congratulations to the Alex- 
andria organization for its fine job 
and a special thanks to Mr. Landry 
for his hospitality. 

Sometimes a visit with a dealer 
may not produce a definite story, but 
the opportunity to converse a few 
minutes about current problems and 
solutions is always appreciated. 

The office design department was 
one of the major topics at the NOFA 
convention and has been condemned 
or condoned in many private conver- 
sations by dealers. 

During a field trip in January, I 
had the opportunity to visit the 
Business Furniture. Co. in Indiana- 
polis, where president John Ober 
was a gracious host. A story of the 
coordinated activities of the design 
department with salesmen in his firm 
begins on page 22. 
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... all you need is a pencil eraser and Jc 
er 
EAGLE-A TYPE-ERASE PAPER i 
ef 
Your customers will find it amazing! onion skin weights—it costs no more 
At the touch of an ordinary pencil than any other good rag content bond 
eraser, typing errors “wipe” right off or onion skin. You can offer it in letter 
the surface of Eagle-A Type-Erase and legal sizes, plain or ruled. 
paper—leaving no smudge, no scraped : ; 2 
look. Thanks to a special finish, any ct to manta . good = si a 
typist can erase a single letter, a etter, a — an. reel “4 weet 
word, a whole line in seconds. And 4 ae the bat ‘| tiga 
when she types in the correction, she ty oH box 4s pe - - ye 
won’t be able to detect her erasure! rd 100-sheet ars ets. vomes in Hat 
sizes, too, for printing letterheads or ‘ 
Secretaries everywhere are in love office forms. You’ll want to test it 1 
with this remarkable paper—nation- yourself ... and show it to your cus- h 
ally advertised for its “built-in eras- tomers! Write today for a free test S 
ability.” Your customers will want packet and swatch book of Eagle-A 
Eagle-A Type-Erase, too, in bond and Type-Erase. 
EAGLE A r 
EAGLE-A | BOXED TYPEWRITER PAPERS : 
PAPERS i 
AMERICAN WRITING PAPER CORPORATION *« HOLYOKE, MASSACHUSETTS 
100% RAG EXTRA No. 1: COUPON BOND « 100% RAG: COUPON ONION SKIN, 
AGAWAM BOND AND AGAWAM ONION SKIN ° 75% RAG: CONTRACT BOND . 
50% RAG: ACCEPTANCE BOND ¢ 25% RAG: TROJAN BOND, TROJAN ONION SKIN, 
TROJAN MANUSCRIPT COVER * SULPHITE: QUALITY BOND, QUALITY ONION SKIN, I 
QUALITY MANIFOLD « TYPE-ERASE: BOND, ONION SKIN—“BUILT-IN ERASABILITY” 
J 
] 
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MODERN STATIONER and 
OFFICE EQUIPMENT DEALER 
Washington, D. C. 

May 15, 1957 


A subcommittee of the House-Senate Joint Economic Committee will hold 
hearings starting June 3 in an attempt to develop a tax policy which would 
promote the economic growth of the nation, 


The subcommittee wants to find out how taxes should be cut in order to 
best promote the interests of businesses and individuals, 


Chances for tax reductions have brightened considerably in recent weeks 
as top members of Congress representing both Democrats and Republicans have 
come out with statements calling for tax cuts. 


Sam Rayburn (D-Tex.), Speaker of the House, and House Majority Leader 
John McCormack (D-Mass.) both flatly predict that there will be tax cuts 
enacted by Congress to take place on January 1, 1958. House Republican Leader 
Joseph Martin (Mass.) says that tax relief can be voted next year to take 
effect either June 30, 1958, or January 1, 1959. 


Three types of proposals are getting the most attention on Capitol Hill: 

1. Increasing exemptions by $50 and cutting all rates by 5 percent. 
This would result in a revenue loss of about $3.2 billion. 

2. Increasing exemptions by $100 at a cost of $2.8 billion. 


3. Splitting the rate for the first income bracket at a cost of 
$2.5 billion, 


None of the plans would mean much of a tax reduction for an average 
individual having a wife and two children and an income of $5,000. At present, 


he pays about $520. He would pay $450 under the first plan, $5 under the 
second plan, and $20 under plan three, 


Little general congressional support has arisen yet for business tax 
reduction, The Patman-Fulbright proposal to reduce taxes on small companies 
and raise them on larger firms has the most backers, but the administration 
is strongly opposed, 


Tax receipts through March for the fiscal year are running just about as 
estimated a year ago by the, Treasury, but spending is running higher than 
expected, As a result the $1.7 billion surplus which the administration antici- 
pated for the year ending June 30, 1957, may drop as low as $1 billion. 


A conference on technical and distribution research for small business 
will be held in Washington, D.C., Sept. 2-26. Holding of the conference was 
recommended by the President's Cabinet Committee on Small Business, 


The Senate has all but written off the chances of a postal rate increase | 
this session in view of the measure's delay by the House Post Office Committee, 


The House committee reported the bill to the House floor during the 
second week in May, but Senate leaders said the measure would have little 
chance of Senate action unless it could be passed by the House and delivered 
to the Senate Post Office Committee by May 15. 


The House committee bill would boost rates for all types of mail, except} 
fourth class or parcel post, which is under the jurisdiction of the Inter- 
state Commerce Commission, ICC has been petitioned by the Post Office to 
permit an increase in parcel post rates. 


The House Ways and Means Committee has finally given formal approval to 
the mammoth excise tax revision bill introduced by Rep. Aime Forand (D-R.I.). 


The bill, which is scheduled for House action soon, contains 50 pages 
of changes, only a few of which are of interest to retailers. 


The Forand Bill would eliminate the present "basket clause" for appli- 
cation of the 10 percent luggage tax and specify that the following are 
covered: bathing suit bags, beach bags or kits, billfolds, briefcases, brief 
bags, camping bags, card and pass cases, collar cases, cosmetic bags and kits 
dressing cases, dufflebags, furlough bags, garment bags designed for traveli 
hatboxes for use by travelers, haversacks, key cases or containers, knapsacks# 
knitting or shopping bags (suitable for use as purses or handbags), make-up 
boxes, manicure set cases, memorandum pad cases (suitable for use as pass 


cases, billfolds, purses or wallets), musette bags, overnight bags, pocket- 
books, purses and handbags, ring binders capable of closure on all sides, 
salesmen's sample or display cases, bags or trunks, satchels, shoe and slippery 
bags, suitcases, tie cases, toilet kits and cases, traveling bags, trunks, : 
vanity bags or cases, valises, wallets and wardrobe cases, 


The bill also provides that nonprofit private educational institutions 
are exempt from all retailer excises, Present law exempts public schools. 


After six weeks of being without lending money, the Small Business 
Administration is back in action again, A supplementary budget for SBA to 
be used in the balance of the current fiscal year was tied up in the Post 
Office deficit budget which led to the controversy between Congress and 
Postmaster General Arthur Summerfield over the mail cutbacks, 


After Summerfield won most of the extra money he was after, SBA came 
in for its needed $5 million. The agency immediately announced approval of 
495 small business loans which had been held up. The large batch of loans 
came to a total of $30 million, leaving SBA with $15 million until July l. 


An increase in standard markups is not the answer to the problem of 
slipping profit margins, according to the new president of the National 
Retail Dry Goods Association, Richard Rich. Improved handling, better data 
and other cost cutting practices are the only solution, he said. 


WASHINGTON BUREAU 











TRAV-L-GAME DEPARTMENT! 
BUSY CORNER IN THE BIG 
TRAVEL MONTHS AHEAD. 


Gay- colorful packaging creates its own 
self-selection display. Spot the eye- 
catching display cartons in traffic loca- 
tions or build a busy mass display for 
a volume promotion. 


Three wonderfully entertaining games; 
Trav-L-Bingo, Trav-L-Derby and 
Trav-L-Bingaroo are available individ- 
ually. The Kit O’ Three includes the 
three games with marking pencils. Trav- 
L-Party is the exciting idea . . . the 
games, pencils, prizes, sur-prizes and 
party instructions in a colorful pint- 
size carrying case. 


W Three refreshingly different games in a choice of five self- 
displaying merchandising packages. 


> Low cost, full mark-up, high potential repeat sales and multiple 
sales for excellent profit return. 


> a Clever gift items with appeal to the widest possible age groups. 
¥ Effective line requiring a minimum of display space. 


Blakeslee Trav-L-Games are Take the universal appeal for “bingo” and “‘tic-tac-toe”; add the 
perfect to while away the hours element of observation; mix well with gay colors and crisp illustra- 
and appealing to children from tions; season with the fascinating appeal of clever prizes and sur- 
6 to 6 prizes in gleaming plastics for everyone and you have the formula 
for Blakeslee Trav-L-Games. The answer for “quieting kid’s fid- 
gets” on week-end drives or long vacation trips, Blakeslee Trav-L- 
Games are becoming a national in-the-car pastime. Sold by leading 


department stores, stationers and gift shops. 





Write for our new Sprind Catalac’ and price i st! 


Cc. SCOTT BLAKESLEE & ASSOCIATES 
ages are easy-to-give because . 

they are cea to ated The Kit Travel Game Publishers 

O’ Three features reversible 


flap self-mailer design. BOX 174 GRAND RAPIDS, MICHIGAN 
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Blakeslee Trav-L- Game pack- 
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A NEW SELLING ANGLEI 
esc eragteae 


A brand-new kind of greeting card—a sensational 
promotion! Colorful TRI-Angle Cards. Another 
something different and new, designed to make 
extra profits for you. From Norcross, of course! 


Novel, unique... 
Norcross! 


and exclusively 


Only Norcross has these unusual cards. So many 
designs and sentiments. Serious, saucy, humorous. 
For so many occasions . . . birthdays, anniversa- 
ries, friendship, get well. But all the same size and 
shape! What a display they make! 


AL t 
WAY 


™ . TREaghs 
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Three-sided cards with 3 great 
promotion angles! 


(i) You'll see our beautiful national advertising . . . 


4-color advertisements in Life and Ladies’ Home 


© norcross. inc. 


Journal (reaching 23,000,000 of your best greeting 
card customers.) Readers will want these distinc- 
tive cards . . . fresh, original ways to say the 
things they want to say. 


@ For you—TRI-Angles come in their own rack. 
oO 


need to arrange. Just open the shipping con- 
tainer . . . the rack lifts right out. They’re all 
together to make an eye-catching display. Con- 
venient for you. . . and for your customers who 
ask: ‘“‘Where are the new Norcross TRI-Angles?” 


© The point-of-sale material is something special 
i 


identify your store inside and outside as head- 
quarters for Norcross TRI-Angle cards. You'll 
want your customers to know you have these ex- 
clusive Norcross greeting cards that are going to 
be so much in demand. The whole promotion 
comes complete in one carton. 


Be sure to take advantage of this opportunity to 
feature these truly different cards—that show your 
store carries the newest and the best! 


Order your Norcross TRI-Angle Promotion now. 
Be sure you’re ready when the national magazines 
advertising appears this July. 


Get promotion-wise with Norcross this July and 
throughout the year . . . to bring in those extra 
customers with those extra dollars. 


Be known as Norcross headquarters. It pays... 
in profits . . . in recognition for you. Because there’s 
always something new from Norcross. 


NORCROSS 
GREETING CARDS 
244 Madison Avenue, New York 16, N.Y. 
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Imported Playing Cards 








coating and offers a large inten of dramatic designs. 


coating is said to be used on 


Personal Address Labels 


Bolind Personal Address 
Labels are available to 
dealers on a drop ship 
basis at a 50 percent dis- 
count. One thousand la- 
bels retail for $1.00 

Bolind credit coupons 
avoid expensive invoice of 


small ticket items. Mini- 
mum order is 20 for 
$10.00. Company pays 





1 
Fred Baumgarten, 
' Exclusive Imports, 


has announced that 
he will be the ex- 
clusive distributor 
of Bielefelder 
Playing Cards man- 
ufactured by one of 
i Germany's oldest 
* companies. 
The company has 
, specialized in the 
field of plastic 
The 
unusually strong card stock. 


ee en —' r 

Personal 
7 aOleba— —)— 

Labels SJ] 





postage and handling and offers money — guarantee. 





Movable Partitioning 

In step with modern office 
construction methods, the L. 
A. Darling Co., has intro- 
duced a movable, space and 
labor saving partition adapt- 
able to business establishments 
and schools. 

The company reports that 
most of the usual office fur- 
nishings can be firmly at- 
tached or removed without 


leaving any marks or scratches. 


period of time. 


12 


Gift Wrappings 3 

A combination package con- 
taining six assorted embossed 
foil ornaments and eighteen 
feet of Satintone is offered 
for Christmas by Tie-Tie Gift 
Wrappings. 

This item which was intro- 
duced at the New York Sta- 
tionery Show contains ribbon 
which may be _ threaded 
through the openings in the 
ornaments for complete gift 
decoration. 





Also can +e changed in a aon 
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Globe-Wernicke has an- 
nounced that fiber glass 
legs are available for alf 
Streamliner metal desks. 
They are designed with a 
modern styling to serve a 
functional as 


well as a 
decorative purpose. 
Impact resistant and 


reinforced with a metal frame for greater strength and easy at- 
tachment to the desk pedestal, Globe-Wernicke’s popular decora- 
tive finishes in gray, green and copper tan are pigmented through. 


out the fiber glass. 


Suspension File Line 6 

In line with the trend toward 
minimized office noise, the H-O-N 
Co., has introduced a new suspen- 
sion file line with all-nylon roller 
cradle. 

According to H-O-N the new 
cradle shows excellent wearing and 
performance characteristics in addi- 
tion to unusually quiet and smooth 
drawer action. Comes in 2, 3, 4 
or 5 drawer files in letter and 


legal sizes. 


Personal Typing Paper 





Gift Wrapping Paper 


Styled especially for the 
smaller sized gifts, five sheets 
of Thermo Glo gift wrap- 
ping, measuring 1314 by 19 
inches, are packed in a cello- 
wrapped roll to retail at 75c. 

Made by E. Errett Smith, 
four designs are available: 
Jewel Star, Jewel Twist, 
Jewel Bells and Jewel Tim- 
ber — each in gold, silver, 
red, blue or green. 


MODERN STATIONER, 





Montag Brothers 
has marketed a new 
personal typewriter 
paper on_ parch- 
ment paper which 
can be _ invisibly 
erased. 

Available in 
white, blue, green 
and pink at $1.59 
for 60 letter sheets 
with 40 tissue lin- 
ed envelopes. 





1957 


JUNE, 











IT’S NEW...PPS DIFFERENT. 


4 A ee Ri a et ae 
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"| ee opaquing Specially treated 
F: ss tenes fl process allows writing surface ; 

writing on both — ideal for fountain 
we sides with no pen or ball point 


see-through! pen. No smearing 
or smudging! 


om more sales a year round Big volume . . . fast turnover... 
. ° hat’s wh u get with new 
stock this Profit-Packed beauty! typerre Tints! Look at the big 


market: school, home, adults, children. 


You can now offer your customers the 
finest in social typewriter stationery: 


e New 16 lb. lightweight feel. 


@ Special opaquing process allows writing 
on both sides — no see through. 
7 Se. Be hee od Smudge-proof surface — will not blot 

others - net s : any writing or typing. 
Bae - High rag content for greater strength 
perch os and quality. 
which Available in White and tints of Blue, 
a Pink and Green. 


le in e Several sheet sizes to select. 


green 
$1.59 
sheets 
e lin- 


NATIONALLY ADVERTISED 


= if 25 retain 


For complete details 
see your local representative or write: 


White € Wyckoff Mtrncrivewsrine rarer 


New York Salesroom Chicago Salesroom 
Holyoke, Massachusetts 30 Rockefeller Plaza § 1536 Merchandise Mart 
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SELL 


Controlled 


SPEED-ERASING 


Surprising Savings & Convenience 
For Your Customers! 


These correct Weldon 
Roberts Erasers— 
“balanced” shapes in 
best-suited textures for 
specific uses ... 


cost least— 


count for most— 


in terms of easiest handling, cleanest, quickest erasing, biggest 
savings in time, paper, typists’ nerves. 


GRAYPOINT. “Balanced” pencil size, wood case, thin, 
hexagonal shape. Sharpen with knife or pencil sharp- 
ener. Core of fine gray rubber cleanly erases ink, 
business machine writing, typing—sentences, words 
and even single letters and figures. 

NO. 3650 GRAYPOINT, WITH WHISK BRUSH 
NO. 365 GRAYPOINT, WITHOUT BRUSH. 


JET ERASERS. Cylindrical stick erasers in 
attractive, transparent plastic holders. Nos 
mechanical gadgets! WHolder tip unscrews 
so eraser stick can be moved outward. 
NO. 838 JET, FOR BALL POINT ERASING 
Core of quality green rubber erases all writ- 
ing of ball point pens and pencils. 
NO. 825 JET, FOR PENCIL ERASING 
Core of fine red rubber 
NO. 827 JET FOR ERASING 
TYPEWRITING 
Core of fine gray rubber 
POCKET CLIP AND WHISK BRUSH STYLES 
in each texture 


REFILLS, OF COURSE 























NO. 38 BALL POINT. Special-texture, at- 
tractive green rubber cleanly erases all 
writing of ball point pens and pencils. “Bal- 
anced” elliptic shape and size conveniently 
fit the fingers. 

ORDER YOUR WELDON ROBERTS 

ERASERS TODAY! 
Made by the World’s Foremost Evaser 
Specialists 

WELDON ROBERTS RUBBER CO. 

365 Sixth Avenue Newark 7, N. J. 








“Walden Roberts 
Enranwud 
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Pen Pack 9 


Esterbrook’s new Petite 
Pak is feminine, fashionable 
and practical. The purse-size 
fountain pen and push pen. 
cil are available in blue 
green, rose, white, red of 
gold. 

The set retails for $5.75. Comes with a plastic case jp 
beige gray with stylized leaf design. 





Pound Paper 10 

Aiming at higher 
unit sale, White & 
Wyckoff Manufactur- 
ing Co., is packaging 
paper by the pound 
and envelopes by the 
hundred. 

Paper by the pound 
is explained as actual- 
ly a return to the old- 
est form of stationery 
selling to suit feminine buying habits. 





Printing Calculator 1 

Clary Corporation has intro- 
duced its new high-speed Print- 
ing Calculator with automatic 
multiplication, total — transfer, 
and decimal selection. 

The 10-key machine is said to 
apply short-cut methods to auto- 
matic multiplication and to 
achieve extraordinary calculat- 
ing speed. Other features in- 
clude direct subtraction, auto- 
matic credit balance, negative 
multiplication and _ electrified 
correction bar. 





New Chair Line 


In the “Denomina- 
tor’, a new chair 
family created by the 
B. L. Marble Chair 
Co., contemporary de- 
sign is displayed. 

The design com- 
bines wood with 
brushed brass ferrules. 
Available in swivel 
chairs with arms and 
upholstered seats, arm- 
leg chairs and side 
leg chairs. 


Stationery Line 13 


The S. K. Smith Co. 
has introduced a new 
line of stationery de- 
signed by Betty Betz, 
famous teenage au- 
thority and designer. 

Each box contains 
24 full color deco- 
rated sheets, 12 con- 
tinuation sheets and 24 full color decorated envelopes and 
retails for $1. 


(Continued on page 44) 
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Oxford PENDAFLEX® saves time 


ene 


and space at GRUMMAN AIRCRAFT 


Purchase Order filing at Grumman Air- 
craft had grown until more than 200,000 
manila folders were crowded in 550 filing 
cabinet drawers, averaging 400 folders to 
the drawer. 


But the obvious answer, “buy more filing 
cabinets,” was not the right answer. 


More cabinets would not eliminate basic 
filing troubles inherent in the conventional 
folders of the conventional system. 


D. Waldner Company, the local Pendaflex 
distributor installed the new Oxford 
Pendaflex Middle Digit system, with these 
gratifying results: 


No additional filing cabinets needed, either 
now or in the forseeable future. 


Equal and ample working space is now a 
permanent feature in every drawer. 


Frequent redistribution of folders to reac- 
tivate emptied drawers was eliminated. 
Total floor space required was reduced 
from 1250 to 1150 square feet. 

Filing activity, which previously was con- 
centrated in the few cabincts holding the 
most recently issued series of numbers, is 
now dispersed equally among all cabinets. 
Wm. N. Robertson, Manager of Procure- 
ment for Grumman, writes ‘‘We have 
gained space, speed and accuracy. Oxford 
Pendaflex has exceeded the claims in your 
proposal.” 

Oxford Pendaflex Middle Digit is one of 
the NEW Oxford filing methods that have 
broken a 30-year inertia in filing progress. 
These new methods use modern Oxford 
Pendaflex hanging folders and will 
improve any filing department operation 
large or small. 





Note the “keyboard” level of 
the Pendaflex hanging folder 
tabs, assuring fast, accurate 
filing. 








THIS ADVERTISEMENT 
WILL APPEAR IN 


full page space 

Management Methods 

The Office 

Office Management 

Modern Office 
Procedures 

Office Executive 


third page space 
Business Week 
Dun’s Review 
Nation’s Business 
The Rotarian 





You'll be interested in reading 
filing case-histories that may 
help with your filing problem. 
Fill in and mail the coupon 
today. 
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In my Opinion 





MAKE USE OF YOUR ASSOCIATION SERVICES 


recent brochure published by the 

National Stationery and Office 
Equipment Association states that the 
services of that organization ‘‘mean 
profit and enjoyment to you!” 

That's a pretty sizable boast. But, 
before you write it off as pure pro- 
motion and/or an exaggeration based 
on over-enthusiasm, take a more care- 
ful look. You may be missing the 
finest opportunity available to you to 
learn how to improve that sagging 
profit picture or whittle away at those 
rising costs. 

In membership in our industry's as- 
sociations lies just such an opportunity. 
I have referred specifically to the Na- 
tional Stationery and Office Equip- 
ment Association, the largest of our 
groups, but these words have applica- 
tion to all the groups that serve you as 
dealers. 

The tremendous value of association 
membership to you isn’t something 
that has just developed, of course, 
although with their steady growth in 
recent years there is little question 
that the services they render have been 
vastly increased in effectiveness, scope 
and number. But, the arrival at my 
desk of NSOEA Management Manual 
No. 4 has brought the subject to mind 
again. 

This manual, one of those magnifi- 
cent pieces of work which we have 
learned to accept as typical of NSOEA, 
seems to me to be also typical of the 
total service that every association 
strives to render. With it — and other 
similar manuals — NSOEA shows 
how our industry's associations mza- 
sure up. 
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We have all read scores of words on 
the values of association activities. We 
have seen, in general, lists of what 
they offer that look like this: 

1. Valuable interchange of ideas. 

2. Financial support for market 
and/or product research, and _ the 
facilities to perform it. 

3. Broad alertness to changing busi- 
ness situations. 

4. Public recognition of your indus- 
try. 

5. Sociability among members of 
your own industry. 

Using the NSOEA manual as a gen- 
eral yardstick for our associations, then 
do they measure up? I'll say they do. 

Alertness to changing business con- 
ditions encompasses more than just 
being aware of “how things are 
going.” It includes knowledge of 
degrees to which given trends have 
moved and an intelligent evaluation of 
how long they will last. Our reference 
manual certainly shows alertness to 
changing conditions in its fullest sense. 

The office machine segment of our 
industry, so the manual says, is the 
fastest growing department in our 
field, and it will continue to grow. 
With impressive figures the manual 
supports each conclusion. 

What then about exchange of ideas? 

Our manual explores the thoughts 
and objections of some dealers to 


opening office machine departments. 
It weighs them against facts and the 
ideas of other dealers, and presents a 
conclusion. 

It is unimportant for this writing 
that the conclusions are that the open- 
ing of office machine departments 
should be considered by all dealers. 
The fact that a new business trend 
was recognized, measured, analyzed 
and well-founded conclusions arrived 
at and distributed to membership is 
of importance. 

And, how were these conclusions ac- 
curately arrived at? Research, which 
could never be performed by indivi- 
duals, proved the supporting facts. 

There is extreme public interest in 
this association activity, too. Through 
the convention display, which origi- 
nated NSOEA’s emphasis on office 
machine selling, and the resaltant 
nationwide publicity, our industry has 
won new recognition. 

Truly this latest NSOEA manual 
speaks well and thoroughly of what 
association membership can do for you. 

Consider, then, that this manual is 
only one of a series that makes up 
only one of many services offered by 
only one of our industry's fine as- 
sociations. The total assistance avail- 
able to you is truly fantastic. 

You can’t afford not to take advan- 
tage of it. 


Macatd O Siveds 
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Since brand name advertising has resulted in the bulk of its business being done over 
the phone or by outside salesmen, much of the area of the main store on a busy 
intersection is used as show area. This model office is set up in the corner window. 
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Norman J. Landry, vice president 

and general manager of Standard 
Printing Co., Alexandria, La. 

scans advertising matter which he has 
prepared featuring brand names. 

The company recently won the 

Brand Names Retailer-of-the-Year 
contest in the office equipment 


and stationery stores category. 


tising was a result of entering the 
competition according to Mr. Landry, 
who said “The Brands Names contest 
made me think more and gives some 
sort of basis to our advertising.” In- 
creased advertising has resulted also, 
with Standard now budgeting $1500 
a month for promotion. 

“I don’t think that there is any facet 
of advertising that we don’t use in 
our small way,” he said, explaining 
that he takes a week end quarterly to 
map out an advertising schedule for 
the next three months. 

The subsequent schedule lists the 
exact items which will be advertised 
during this period and is arranged so 
that all advertising of one particular 
brand will break at the same time. 
A typical one-minute spot for radio 


PROMOTION? 


some specific manufacturer — I knew 
that after last year we were going to 
make an all-out effort this year. 
Everything done since was beamed at 
advertising brand names. 

Mr. Landry, a former purchasing 
agent of Gulf Oil Co. for 13 years, 
explained that his background had 
equipped him for brand names type 
promotion since he had always based 
his buying an quality first, service sec- 
ond and price last. 

Besides concentrating on brand 
names advertising, Mr. Landry has al- 
so continued the efforts of president 
P. T. Duty to make Standard Printing 
Co. a name of quality in the 14 coun- 
ties the firm services. 

Formed in 1919, Standard has pick- 
ed up many slogans over the years. 
Latest of these reads, “Your Brand 
Name Office Supplier Since 1919.” 
Other slogans which have been used 
recently are: “Central Louisiana’s 
only brand names office supplier” and 
“Brands Names — the heart of our 
business.” 

Better organization of his adver- 
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may see the use of three different 
manufacturers’ brands, with the name 
of the company worked into the copy 
up to five times. 
Mr. Landry 


also gives serious 








thought to the timing of the advertise- 
ment. To hit the large Sunday evening 
audience, the company is a co-sponsor 
of the 8 p.m. Ray Milland Show on 
television. 

Probably the best single radio time 
to appeal to business men and secre- 
taries is the 15 minute news broadcast 
each morning. Standard has advanced 
its schedule on this time to six days 
a week for best coverage. 

Another method of advertising 
which has gained good response for 
the company includes a 12-foot sign 
on the side of one city bus. Adver- 
tising in high school yearbooks and 
service club programs is also done on 
a consistent basis. Envelope stuffers 
furnished by manufacturers are sent to 
1200 accounts. 

The firm even utilizes a billboard 
in the outfield of the local ballpark. 

Mr. Landry commented that give- 
aways were exceptional in promoting 
the firm. These range from pencils, 
eraser shields, blotters, telephone and 
scratch pads, memo and number pads 
and rulers to coin purses, knives, light- 
ers and ashtrays. 

“One of the best giveaways,” he 
added, “is a sign measuring 7 by 11 
inches with “OPEN” in large black 
letters on one side and ““CLOSED” on 
the other. All types of stores can 


make use of this item and many in 
(Continued on page 49) 


Just a few of the promotional items given away by the Standard Printing Co., Alex- 
andria, La., are shown here. Others include scratch pads, lighters, ashtrays, number 


pads and knives. 
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i ousekeeping has become some- 
thing of a business these days, 
yet most retailers in the stationery 
and office equipment business have 
made little effort to capture this 
market. 

Sales to housewives differ in one 
important aspect. Along with a piece 
of equipment, the salesman must be 
prepared to give information concern- 
ing which records should be kept, the 
length of time they should be kept, 
and the most efficient method of keep- 
ing them. 

Only after a salesman has this 
knowledge at hand should the adver- 
tising be aimed at the home market. 

Consultations with bankers, insur- 
-ance agents and a representative of the 
U. S. Department of Commerce have 
produced part of the information to 
be imparted to the housewife. 

Basically, there are 20 items of 
importance which a family record file 
should take into account. Some of 
extreme value should be kept in a 
safe deposit box, but a record of this 
location should be placed in the home 
file. 

A good rule for canceled checks is 
to keep them all automatically for two 
years. Then thin them out, evaluating 
them on the basis of whether you think 
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Tap the 


HOME 
MARKET 


Many housewives would like to incorporate office 

efficiency into their home record keeping but don’t 

know how to go about it. Don’t pass up a good sales outlet 
by not offering this service 


you might have to establish the fact 
of payment at some time in the future. 
When in doubt, save the check. 

Clip the check to the item for which 
it is a receipt in certain cases. For 
instance, tax payments, income tax re- 
turns, mortgage payments and other 
documents for indebtedness, payments 
for securities or investments, real es- 
tate, insurance. If there is no original 
document to which the check can be 
clipped, keep it indefinitely in the 
canceled checks file. 

It is mot necessary to save check 
stubs or duplicate deposit slips after 
they have been checked against bank 
statements. Banks sometimes suggest 
one keeping them for a year purely for 
convenience in re-establishing dealings 
during a certain period. 

A special word of advice from the 
Department of Commerce suggests 
keeping reut checks for the entire oc- 
cupancy of rental property. Problems of 
nonpayment have arisen in this area. 

Canceled checks don’t take up much 
room and can be stored indefinitely, 
if desired. Or special check-sized 
metal storage boxes are available. 

Although this information refers 
to personal checks, the same principle 
applies to money orders or bankers’ 
checks. 


For receipts other than canceled 
checks, use the same principle as for 
check payments. Ask for a receipt if 
it is not offered. Receipts and receipt- 
ed bills may be weeded out regularly 
along with canceled checks, but keep 
them all for at least two years. 

Keep copies of local, state and fed- 
eral tax returns indefinitely. Attach to 
them the duplicate of the federal and 
state withholding tax form supplied 
by the employer. After two years, file 
the whole thing more permanently. 
Don't forget to attach the proper can- 
celed checks. 

Payroll statements which come with 
a pay envelope should be saved for 
the entire year until receipt of the 
annual withholding statement. It 
serves as a double check on gross pay, 
taxes withheld and various deduc- 
tions. After a tax return is filed, at- 
tach the duplicate withholding form 
to it. The payroll statement folder 
can be cleaned out annually. 

For those who do not receive pay- 
roll statements, it is wise to list on @ 
plain sheet of paper each check re- 
ceived, date received, name of com- 
pany and signature. This will save 
many headaches at income tax time. 

Most persons will want to keep the 
stocks and bonds themselves in a safe- 
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deposit box. Keep a record of them 
in the home file. Show on the record 
the type of investment, company name, 
serial number, denomination, date of 
purchase and date of sale if necessary, 
number of bonds, stocks, shares or 
certificates, amount paid at purchase, 
dividends or interest received and 
amount sold for. 

In recording a real estate invest- 
ment, keep a complete record of all 
expenses as well as the income it 
brought, taxes, insurance, maintenance 
and the utilities paid. Also note the 
interest paid on the mortgage if one 
exists. 

Keep insurance policies in a safe- 
deposit box. Attach receipts or cancel- 
ed checks for premiums paid every 
two years as the canceled check and 
receipt files are thinned out. On a 
plain sheet of paper make a record 
of all the insurance policies carried 
showing all premiums paid and in- 
terest or dividends received. Date these 
entries. Keep this record in the file, to- 
gether with the names and addresses 
of insurance agents. 

Keep the signed wills of all adults 
in the family in the safe-deposit box. 
On a plain sheet of paper state the 
following: “Authentic wills have 
been made for (list names) and are 
in the safe-deposit box at 
bank.” 

As time goes on and additional 
property is acquired, make a brief 
note to whom it should be willed 
should a death occur. Also add notes 
as time goes on for any other changes. 
When enough of these have accumu- 
lated, have the will rewritten. Be sure 
everything in connection with the will 
is dated. 

All promissory notes, contracts is- 
sued for installment purchases, liens 
and chattels and any other papers 
proving evidence of debt and of debts 
paid up should be kept. Be sure to 
keep receipts of payment on debts 
indefinitely. Attach to document of 
debt after two years as the cancelled 
check and receipt file is thinned out. 

Sales slips can be kept until it is 
positive the merchandise is satisfactory 
and won't have to be returned. In the 
case of charge accounts, keep them 
until they are checked against the 
monthly statement. 

_ Keep the auto title or bill of sale 
in a safe-deposit box. Note this for 
the file folder and date the note. Use 
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this folder also for a record of the 
repair work and other attention to 
your automobile. This is important 
at trade-in time. The better the record 
of the history of a car, the easier it is 
to determine its resale value. 

Real estate deeds are recorded with 
the county or city authorities and this 
is the official record, but a copy of 
the deed serves as a personal record. 
Save deeds regardless of whether the 
property is sold or not. The record 
may help trace an official record 
should that become necessary. 

Also keep copies of mortgages and 
releases from them even though these 
are on the official county or city rec- 
ords. Put certificate of title, title-in- 
surance policy and settlement state- 
ment in your safe-deposit box. When 
the property is sold, do not throw 
away any record in connection with 
it. 

Guarantees sometimes get mixed up 
with sales slips or get left in the box 
in which the article is packed. Check 
package for guarantee notice and keep 
for the lifetime of the guarantee. This 
may save a big sum of money on a 
faulty appliance. Before filing the 
statement of guarantee, date it, using 
the same date as the sales slip. 

File any instruction books which 
come with the article with your guar- 
antee. 

An income record is particularly 
important when income comes from 
many sources. It is essential in pre- 
paring income tax returns and serves 
as a personal record which may be- 
come valuable at some time. Keep in- 
definitely and be sure to make one 
for every member of the family. Don’t 
forget the income from dividends, in- 
terest on savings, refunds on federal 
income tax, contest prizes and all other 
income besides salary. 

Nowadays when it is so often neces- 
sary to identify oneself or to produce 
one’s social security number, people 
carry their cards in their wallets. If 
so, the stub should be kept in a safe- 
deposit box in case it is necessary to 
get a duplicate. Note this for the fold- 
er. Keep all information about social 
security in this folder, including any 
changes in the law noted in the news- 
paper. The local social security office 
can supply a booklet of authoritative 
information. 

Keep all contracts such as teachers 
and entertainers require in the safe- 


deposit box. For convenience keep a 
simple record of family employment 
making annual additions. Note place 
of employment, salary, the name of 
supervisors and any other information 
desired for future applications. 

Many personal property insurance 
companies require a complete listing 
of items. Make a duplicate copy for 
records and keep it up-to-date. A 
copy should be kept in a safe-deposit 
box because it will be needed in case 
of fire. Be sure to revise annually. 

Birth certificates must be kept in the 
safe-deposit box to prove citizenship 
of someone in the family, or to prove 
date of birth. Sometimes original rec- 
ords are lost or destroyed so keep 
track of the copy. It is best to have a 
photostat made for family files so 
that one can be supplied on short 
notice. 

For marriage and divorce records, 
follow the same pattern as with birth 
certificates. These can be of vital 
importance in settling estates, insur- 
ance and other matters. Make a rec- 
ord or keep a photostat in file folder 
and file also anything of legal na- 
ture having to do with marital status. 

Keep any miltary discharge cer- 
tificates in your safe-deposit box. 
Note this for file folder. If em- 
ployment moves are contemplated, be 
sure to have them recorded in the 
county clerk’s office so that there 
is an official record of it as well. 
Keep also any records of medical 
treatment or records of claims for 
benefit in case of disability. Save 
everything having to do with his 
military life for anyone in the re- 
serves. 

Naturalization papers are perman- 
ently important and you should keep 
them in a safe-deposit box. There 
may be need to prove citizenship. 
They can also serve to prove your 
birth date and place. Make a record 
of everything having to do with your 
naturalization including dates for 
your file folder. 

The equipment which should be 
used can best be determined on the 
basis of what is necessary to keep. 
When this equipment is selected, 
suggest to the customer that she fol- 
low these six simple steps in setting 
up her records. 

1. Assemble supplies. Needed are 
four dozen file folders, pencil or pen 


(Continued on page 49) 
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Sallie Wilkens, design coordinator for Business Furniture Co. 
Indianapolis, Ind., stops a moment during preparation of en 
office layout, to review the cooperative efforts of the design 
and sales departments. 





This prospective customer's view of on 
office layout presentation reveals 
President John Ober of Business Fur- 
niture Co., and Sallie Wilkens, design 
coordinator, pointing out specific fea- 
tures of the finished proposal. 
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Cooperation between the salesman and the layout designer achieves the 


greatest degree of personalization in an executive office. 


Check the 


methods used by this successful Indianapolis office furniture company 


A special office design department 
is no longer a unique or unusual 
division of an office furniture firm. 

However, only if the efforts of the 
salesmen and the design personnel are 
properly coordinated can a sales invit- 
ing package be presented to the pros- 
pect. Business Furniture Co. of In- 
dianapolis has achieved the teamwork 
necessary to sell the package deal. 

Each person in the firm, from presi- 
dent John Ober to design coordinator 
Sallie Wilkens, is aware of the im- 
portance of their cooperative efforts. 
The firm is a member of the executive 
Furniture Guild of America. 

These efforts start when one of the 
six salesmen locates a potential client. 
As the company will design and equip 
all types of offices — private, general 
and public — the field is wide open. 
However, for purposes of review, con- 
sider the private office. 

The initial effort by the salesman 
is to create desire on the part of the 
prospect to have a fine office. Prestige 
and functional advantages are key 
factors to arousing this first interest. 

Often when the salesman explains 
that Business Furniture has the facili- 
ties and would like to do the work, 
the prospect agrees to have the layout 
done. An appointment is then made 
for a time advantageous to the client, 
when he can meet and talk with the 
decorator. 

If possible, the man is taken back 
to the store where he can see the 
model offices and various combinations 
of equipment which can go into the 
office. He is also introduced to the 
decorator at that time. 

Miss Wilkens explained, “We try 
to find out as much as possible about 
the particular man so that the office is 
geared to the individual.” If he is 
fond of any particular styles, this fact 
is noted, along with the type of decor 
that pleases him. 

Special emphasis is placed on color. 
Miss Wilkens mentioned that only his 
specific likes are taken into considera- 
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tion, and not those of his wife or 
secretary. The man is invited to select 
three or four colors which particularly 
appeal to him. 

To gain insight into his character, 
the salesman or decorator asks about 
hobbies, taste in music and art, and 
civic organizations. Questions about his 
business requirements in the office are 
asked. How much filing space will be 
necessary? What area will be needed 
for book shelves? How many people 
should it accommodate at one time? 

The question on conferences raises 
a number of related queries. Can an 
informal conference area be used? 
What equipment will be needed — 
blackboard, projection machine? 

“We want to find out all of these 
needs first,’’ stated Miss Wilkens, ‘‘so 
they can be incorporated in the original 
plan — not added as an after thought. 

Measurements of the office have to 
be taken and further questions as- 
certain whether or not air conditioners 
or radiators are in the way. Can any 
walls be moved? Location of all win- 
dows is noted. 

The designer then prepares the par- 
ticular presentation which will be used 
in this situation. 

Even at this stage, the designer 
works close with the salesman who 
often knows the individual fairly well 
and can indicate which color schemes 
from the basic colors he has chosen 
suit his personality best. 

Floor plan, color combinations, 
elevations, perspectives — all or a 
combination may be used in different 
presentations. The amount of effort 
needed to sell the particular job is 
based on the complexity of the design. 

If possible the client is persuaded 
to come to the store for the presenta- 
tion. There is a certain psychological 
factor which often aids closing the 
deal when the customer is viewing the 
designed layout in surroundings of 
good design themselves. 

The proposal is shown with both 
the decorator and the salesman avail- 


able to explain aspects to the client. 

Sometimes the customer may ask to 
take the layout back to his office with 
him, but company policy does not 
allow the designs to be taken from 
the store. 

Once the proposal is accepted the 
company assumes complete responsi- 
bility to assure that when the custo- 
mer enters the new office each piece 
of furniture and all accessories are 
properly placed. 

The Business Furniture also works 
with the architect in cases when the 
firm has been asked to furnish the 
offices of a new building. 

While the company specializes in 
private offices, the design of general 
offices constitutes a portion of the 
work by the design department. The 
salesmen occasionally run into in- 
stances in commercial offices, where 
they can offer the services of the de- 
sign department in redoing the entire 
office. 

“In general offices,’ Miss Wilkens 
said, ‘“‘compromise colors must be 
used. That is colors which will be 
pleasing to the majority.’ Each room is 
planned around the purpose of the 
room. 

The designer has more leeway with 
the reception room in a firm. Here the 
first, and usually lasting, impression 
is made. Hence the personal likes 
and dislikes of persons working all of 
the time in public areas aren't given 
as much consideration in the selection 
as the view that the person entering 
will see for the first time. 

When queried about the biggest 
problem in designing an office, Miss 
Wilkens explained that the lighting 
fixtures which are already in place 
are often limiting factors. 

And just as properly coordinated 
lighting is important to both the 
aesthetic and functional values of the 
office, so are the cooperative efforts of 
the design and sales departments nec- 
essary for the success of selling the 
“entire package.” 
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No matter how well a salesman 
handles the other aspects 

of a sale, if he doesn’t 

get the order his efforts and 
time have been wasted. Do you 
use all possible closing 


techniques? 


CLOSING 


is the measure 


of selling success 


Sy C. £. “Chuck” Lapp, Ph. D. 
MODERN STATIONER, Consulting Editor 


H~ often have you heard the re- 

mark made, “If that man could 
close, he would be a very effective 
salesman” ? 

The truth of the matter is that, 
until such a man can close he 
should not be listed as a salesman. 
Unfortunately, as in many other 
walks of life, the “near misses” just 
don’t count except in horseshoes. 

Too often a salesman may sell an 
idea but not his line of stationery 
products or services of his company. 
The selling of an idea may be more 
difficult but there is no payoff for 
a salesman if he doesn’t get the or- 
der. There is no commercial value 
to you or your stationery house in 
creating attention, interest, desire or 
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conviction if you don’t get the order. 
Remember half-sold, three-quarters 
sold, and seven-eights sold customers 
are easier for your competitive sales- 
man to sell. In every sales interview 
keep the closing of the sale before 
you as your main objective. 

Closing is a challenge. Getting sta- 
tionery buyers, whether industrial, 
commercial or individuals, to say 
“Yes” must be the challenge you ac- 
cept. 

Some stationery and supply sales- 
men fail to ask for the order because 
they are afraid of antagonizing a buy- 
er. It may be in some cases that ask- 
ing for an order will “dub” you as a 
high pressure salesman. A “high 
pressure” designation might wc!! be 





better than putting in all the effor 
necessary to make a call and ending 
up without an order or the possibility 
of failure in business because of the 
fear a buyer will say, ‘‘no.” Don't be 
afraid of a ‘“‘no’’ answer. 

More serious than a ‘‘no”’ answer to 
your proposition is to have an order 
but lose it because you never ask for 
it. If every prospect would say “yes” 
just because you made a sales pres- 
entation there would be no need for 
store salesmen or outside salesmen. 

Some salesmen feel there is one 
time and only one time in a sales 
interview to close. As in many other 
statements there is some truth but yet 
a fallacy if accepted blindly. 

Actually there is no one moment 
to ask for an order. In a typical te- 
lationship with a buyer many closing 
opportunities will occur. If on a pre- 
vious call a buyer has stated, “See me 
on your next call; I will think over the 
purchase of your line or product until 
then,” the time to close may be at 
the beginning of your next call, re- 
minding the buyer at the outset what 
he told you when you were there be- 
fore. In the store you may have to 
sell some customers in a hurry while 
others may want to take a lot of time 
to make a decision on even a small 
item. 

There are many opportunities dur- 
ing a sales interview to attempt a 
close such as after the opening te- 
marks, after a sales story on a prod- 
uct, after a demonstration, after the 
price has been quoted, after answering 
a question of a buyer, after compar- 
ing your product or proposition with 
that of a competitor or competitors, or 
after answering an objection. If, at 
any one of the above stages of a 
sale, a close has been attempted and 
failed, then if you are prepared to 
proceed with the sales interview little 
has been lost. If too much disinterest 
is shown by a buyer after an attempt- 
ed close, then it may be well to shift 
in the interview to some other item 
in your stationery line. 

As long as an outside salesman or 
an inside salesman can keep a pros- 
pect looking at something there is al- 
ways a possibility of making a sale. 

If there were some magic word that 
a salesman could say during a sales 
interview and the buyer would say, 
“yes,”” it would simplify closing sales. 
Unfortunately, there is no one magic 
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word, phrase, or sentence which will 

such a result. Just asking once for 
, commitment from a buyer may get 
, few orders. More often, however, 
you will probably have to ask a num- 
ber of times before most buyers will 
want what you have to offer. Re- 
member the prospect may not be as 
familiar with your products as you 
are. It may take a little time and 
thought for a buyer to see merit in 
what you ate already convinced is a 
good proposition. 

Watch for signals of buying inter- 
est. Just asking for an order a num- 
ber of times during an interview may 
be more effective than not asking at 
all. If you watch a buyer for buying 
interest signals and then ask for the 
order, the buyer will be less inclined 
to feel you are trying to pressure him 
into buying. 

These buying interest signals will 
vary from buyer to buyer and situa- 
tion to situation. Some of the more 
common, to which you might like to 
add those you have observed, are: 

Questions asked by the buyer such 
as: 

1. “What kind of an assortment can 
I get on such an order?” 

2. “Is there any quantity discount?” 

3. “When would I receive the item 
if I placed an order now?” 

4. “Who else in this area handles 
this?” 

Actions such as; 

1. Getting up if he is seated. 

2. Going over and looking at the 
item or a catalogue again. 

3. Glancing at his partner, an em- 
ployee or a friend who might be with 
the buyer. 

Statements such as: 

1. “We might have a use for that 
product.” 

2. “I don't know where we could 
store such an item.” 

3. “Have seen the advertising on 
this item in a number of trade publica- 
tions,” 

Such buying signals as the above 
appear many times throughout a sales 
presentation. No one of them is 
crucial in making or not making a 
sale. If too many such buying interest 
signals are ignored, however, you may 
not get enough opportunities to ask 
for an order in such a way to move 
a buyer to accept what you have to 
offer. 

Particularly when you are ready to 
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ask for an order, attempt to talk to 
the prospect in private. If the buyer 
is in the store, get him out of the 
way of store traffic. There may be 
closing details he would prefer others 
not to overhear. If you are sitting, at- 
tempt to sit at the side of a prospect 
as a desk or counter may be a barrier 
to getting to an agreement. Don't be 
afraid to have your order book out 
as the prospect will get the feeling 
you expect an order which goes a 
long way toward making a sale. 

Vary your closing techniques. Just 
as there is no one time to ask for an 
order, there is no one technique for 
asking for an order. Closing techni- 
ques must be varied or any one tech- 
nique will lose its effectiveness. A clos- 
ing method early in an initial inter- 
view may often have to be different 
than one later in your sales relation- 
ship with a buyer. No method of 
closing will work if the buyer is not 
sold on the possibility that the prod- 
uct will make money directly or in- 
directly for him by its purchase. No 
technique will get a buyer to buy if 
he doesn’t have confidence in you, 
your company and the manufacturer 
of the product under consideration. 

Good closing techniques do not in- 
volve trickery. Success in using closing 
techniques comes through thought 
and practice. 
Close by Assuming the Sale is Made! 

In using this technique, you may not 
say a word but start writing up an or- 
der. If the buyer doesn’t object you 
may well be on the way to making a 
sale. Such questions as the following 
make use of the assumptive technique: 

“Is that the size you want?” 

“Do you prefer something in a dif- 
ferent color?” 

“Will you want to pay cash or buy 
on a credit basis?” 

“If I can get this to you in a week, 
will that be soon enough?” 

“Will one package take care of 
your needs for a month?” 

“Do you think you could use 
twenty?” 

“Will you need the item by next 
week ?” 

Declaratory statement may also make 
use of the assumptive close such as: 

“You will find that assortment quite 
satisfactory for your use.” 

“An order of should last 
you two months.”’ 

“I know you can use a case.” 





“I suppose you normally buy this 
item by the gross.” 

Close by Building a Series of Accep- 
tances. 

This technique involves getting a 
series of acceptances from the buyer. 
Try to get the buyer to say “yes” to a 
number of questions such as: 

“This product will facilitate your 
record keeping.” 

“This combination of products 
would be my choice—how about your 
choice?” 

“You agree you could use this 
product ?”” 

“You could place this machine next 
to - oa 

After getting agreement on a series 
of points, you may find it necessary 
to use some clinching statement such 
as: 

“After considering all these ad- 
vantages, no doubt you would like to 
place your order now!” 

Close by Focusing Attention on One 

Feature. 

This technique involves building 
up one feature which might appeal 
to the buyer. For example, you might 
emphasize, “Our part is adaptable to 
all the new models on the market.” 
Then, too, in other instances it may 
be the advertising and sales promotion 
backing up the product that will move 
a prospect to buy. Another variation 
of this method is to get agreement 
from the prospect that one reason is 
all that stands between buying and 
not buying. After such agreement, 
then all emphasis can be shifted to 
this one vital point. 

Close by Giving the Prospect a 

Choice 

In closing by giving the prospect 
a choice, you are getting the buyer to 
think, not of buying or not buying, 
but which one or how much to buy. 

For example, you may ask the pros- 
pect questions of this nature: 

“Do you want one gross or three 
gross?” 

“Do you want the super-grade or 
the economy grade?” 

‘Would the red or the blue be most 
attractive?” 

Close by Listing Advantages 

If your sales story has a number of 
multiple advantages, a brief restate- 
ment of those advantages may assist 
many prospects in making a decision. 

It may be well to hold one feature 


(Continued on page 48) 
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Inside Parking Fea 





This 130 foot frontage of the Jones Office Supply’s new home 
features ultra-modern design, with two-color brick veneer. 
Shown at the left is the door to the drive-through lane leading 
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to an inside parking area. Recessed area immediately left of 
this door provides off-street parking for two cars. 


W hen parking problems, along with cramped space 
limitations at the previous location of Jones Office 

Supply of McAllen, Tex., resulted in customer criticism, 
president Frank Jones and Sam Jones, manager, decided 
on the construction of a new building for the company. 

Carrying the drive-in theme one step further, the new 
building contains a drive-through lane inside the struc- 
ture with space for angle parking of seven cars. Cus- 
tomers enter the store from this covered parking area, 
conduct their business and then drive on through the 
parking area into a wide alley and on to a side street. 

In addition, a recessed area near the front entrance 
allows outside off-street parking for two cars, besides 
normal parking space in front of the store. 

The building has also removed the problems of limited 
display and warehouse space. The sales and display room, 
which measures 100 by 130 feet, enables the manage- 
ment to follow a strict departmentalization program 
with much more emphasis on self service. 


Greater space in the new store allows more departmentalize- 
tion and bles the company to use self service to the greatest 
extent. Here customers shop in two different departments of 
the stationery section. 
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A customer and her children leave the car in the covered parking area 
of Jones Office Supply, McAllen, Texas, and enter the display and sales 
area. Customers parked here exit through a rear door into the alley. 


Since the dollar volume breakdown runs about 60 
percent for stationery and 40 percent for office equip- 
ment, the management follows this proportion in dis- 
play space allotment and restocking. 

Considerably lower handling cost is possible in the 
new structure with its vast warehouse and storage 
area. Space limitations at the previous location necessi- 
tated the rental of additional warehouse space. 

The present building has 62 by 106 feet of ware- 
house space on the main floor, a second floor storage 
over most of the sales and display room and a receiving 
room with nearly a thousand square feet of floor space 
at the rear of the display area. 

According to Sam Jones, the new store has directly 
benefited the company’s direct mail campaign. “Our 
catalog tells what we have and gives the price,” he said. 
“The buyer knows that he will find easy parking at our 
store. And when he comes in, our complete displays 
help close the sale.” 

He concluded, ‘Our new drive-in store has changed 
our sales picture all down the line, and we like the 
changes.” 
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Sam Jones, right, manager of Jones Office Supply, McAllen, 
Texas, shows a customer a complete office display contain- 
ing a modern sectional desk. 
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Stanley Greetings 
Forms New Subsidiary 

A rapidly growing demand by busi- 
ness for custom-designed greeting 
cards has resulted in the formation 
of Enterprise Greetings, Inc., a whol- 
ly-owned subsidiary of Stanley Greet- 
ings, Inc. 

In his 1956 message to shareowners 
of Chesapeake Industries, Inc. (Stan- 
ley’s parent company), John O. Henry, 
Stanley president, said that sales and 
profits in industrial cards showed bet- 
ter than a 50 percent increase in 
1956. 

The new company was formed to 
capitalize on the widening acceptance 
of this form of greeting card. Typical 
usage by business is for employees’ 
birthdays and anniversaries, and in 
connection with corporate celebrations 
and similar events. Mr. Henry will 
serve as president of the new com- 


pany. 


Retailer-of-the-Year Awards 
In Brand Names Contest 

Top award winner in the office 
equipment and stationery stores cate- 
gory of the Brand Names Foundation 
Retailer-of-the-Year competition is the 
Standard Printing Co. of Alexandria, 
La. (Story of Standard’s promotional 
activities on page 18.) 

In addition to Standard Printing Co., 
four other stores in this category were 
cited for their presentation of manu- 
facturers’ advertised brands during 
1956. Receiving Certificates of Dis- 
tinction were George Stuart, Inc., Or- 
lando, Fla; Sac Smith Stationery Co., 
Birmingham, Ala.; C. Loth, Inc., Cin- 
cinnati, Ohio, and D. Waldner Co., 
Mineola, N. Y. 

These firms were among the 118 
retail establishments in 24 categories, 
which were honored at a dinner at the 
Waldorf-Astoria on May 3, which 
climaxed the national observance of 
Brand Names Week, April 28-May 4. 
Winners were chosen by a panel of 
judges composed of top award winners 
in the previous competition. 
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PRESSTIME NEWS -<cecececoce: 


Controlling interest in Western Bank & Office Supply Co., Oklahoma City, 
was recently purchased by VINCENT V. MESSER, president and general manager of 
Schooley Inc., and LaRue Printing Co. of Kansas City. Mr. Messer is the buyer 
and will take charge as the firm's chief executive officer. 

Jess M. BEcK, who purchased the firm in 1924, 16 years after it was estab- 
lished, has been ill, and inactive in the firm for about two years. The Beck family 
retains a substantial interest in the firm and Mr. Beck will continue as chairman of 
the board. 

Messer said that there will be no change in policies, or personnel, and that all 
officers will continue in their present capacities. 

a * * * * 

DonaLp L. LINDENBERG has recently been appointed sales promotion manager 
of the P. F. Volland Co. — the greeting card division of United Printers and 
Publishers, Inc., Joliet, Ill. 

The announcement, said Bruce M. Forster, president of the Volland 
organization, is consistent with company policy of promoting from within. 

es wa 

HENRY C. CALE has joined the firm of Service Stationers Inc. as sales 
manager, according to an announcement by RICHARD FUNKHOUSER, president of 
the Harrisonburg, Va. firm. 

The appointment was made to afford an opportunity for greater service to 
commercial and industrial organizations of the area, Mr. Funkhouser said. 

s¢ e¢ 2 @ 

Two men in the duplicating products division of Minnesota Mining & 
Manufacturing recently received promotions. 

MELVILLE E. PotTer, who joined the company in 1950, was promoted to 
sales manager for the Midwest area which includes all or part of Illinois, 
Indiana, Michigan, Wisconsin, Minnesota, North Dakota, South Dakota, Iowa and 
Kansas. 

WARREN J. Fay, who headquarters in 3M’s Atlanta branch, has been 
appointed sales supervisor for “Thermo-Fax” brand copying products in all or 
part of South Carolina, North Carolina, Tennessee, Mississippi, Louisiana, Alabama, 
Arkansas, Florida and Georgia. 

* * * * * 

The election of H. U. BrrrMAN as president and general manager of A. W. 
Faber-Castell Pencil Co., Newark, N. J., was announced recently following sale 
of the majority stock interest to A. W. Faber-Castell, Stein, Germany, in association 
with GusTAVE E. WIEDENMABER. 

Mr. Wiedenmayer was elected chairman and COUNT ROLAND VON FABER- 
CASTELL of the German company was named a director. Mr. Bittman has been 
vice president and general manager during the last 14 years. 

The Newark firm was established as the American branch of the European 
company in 1843. In 1918 it was taken over by American investors. 

% * * * * 

Tetley’s Inc., Red Bank, N. J., completed an extensive program of moderniza- 
tion, alteration and remodeling prior to the 73rd anniversary of its founding. 

Founded in 1884 by JOHN T. TETLEY as a newspaper and stationery store, the 
store now carries complete lines of stationery, office and art supplies, toys, gifts, 
cameras and greeting cards. 

* * * * * 

Strict enforcement of a new Fair Trade agreement, with the warning of im- 
mediate action against violators, was announced recently by the Paper Mate Co., 
subsidiary of The Gillette Co. 

The ball point pen company stated that it will rigidly enforce the new 
contract with retailers in the 35 states where fair trade statutes are in effect. Since 
the agreement is enforceable with non-signers as well as signers, Paper Mate sail 
it has forwarded copies of the new contract to all retailers handling its products 
in these states. 

Prompt Jegal action will be taken against any violator of the fair trade 
contract, according to Paper Mate executives. 
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MASTERPIECI 
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Prompt Masterpiece Service Everywhere 


Complete stocks and imprinting facilities 
are also available at our distribution points 
indicated on the map. 





NNasterprece STUDIOS 


Established in 1921 
Troy at Twenty-First Street * Chicago 23, Illinois 
Dept. O 


Come and see us in New York. New York Stationery Show, Hotel New Yorker, Room 614, starting May 19, 1957. 
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a new opportunity for 
alert office supply men! 


Floor Show is the first new idea in office chair mats in years. 
They are beautifully crafted of gleaming transparent Plexiglas 
that accentuates the richness of carpet or floors . . . yet gives 
them ‘under glass’ protection from wear. Floor Show mats be- 
long with really fine furnishings in tasteful office planning. 
Aggressive office supply stores throughout the country have 
found the Floor Show chair mat unique for easy sales. Floor 
Show gives your customers a quality floor protection hitherto 
unobtainable ... yet priced competitively with other quality 
chair mats. 


Write today for complete information and dealer prices. 


| Gentlemen: 
| I would like to know more about your Floor Show office chair mats. Please 
| send literature and dealer prices immediately. 


| Company Name AOS ee 
| Address a ___City & State__ 


| Buyer's Name________________-__—~Phone - No. 





PRODUCTS 


1400 Henderson Fort Worth, Texas ED 5-3214 
Houston Office and Warehouse WA 8-3494—Dallas YA 4-6703 





PLEXIGLAS is a trademark Reg. U. S. Pat. Off. and other principal countries in the Western Hemisphere. 
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Invincible Appoints 
Sales Representative 

Dan Koss was 
recently named a 
sales representa. 
tive for Invinci- 
ble Metal Furni- 
ture Co., Manito- 
woc, Wisc., cov- 
ering the Rocky 
Mountain area. 

Prior to his 

Koss appointment with 

Invincible, Mr. Koss spent many years 
in the same area for the Eberhard 
Faber Pencil Co. 


Ninth District NSOEA 
Meets in Houston 

A kick-off party given by the Hous- 
ton stationery and office equipment 
dealers got the NSOEA ninth district 
convention off to a flying start Sun- 
day, April 7, when members from 
Texas, Arkansas, Mississippi and 
Louisiana met. 

Elected as officers of the district 
for 1957-1958 were: Governor, W. G. 
Kimbrell, Office Supply Co., Green- 
ville, Miss.; Lt. Governor — Texas, 
Earl Story, Story-Wright, Tyler, Texas; 
Lt. Governor — Ark., E. L. Lewis, 
Democrat Prtg & Litho, Little Rock, 
Ark.; Lt. Governor — La. L. W. 
Tabb, Lake Charles Office Supply, 
Lake Charles, La.; Lt. Governor — 
Miss., Marvin Fortner, Office Supply 
Co., Gulf Port, Miss.; Secretary, © 
W. Chancellor, Jr., West Texas Office 
Supplies, Midland, Texas, and Trea- 
surer, Willis Lowe, E. L. White Co, 
Ft. Worth, Texas. 

Total registration at the meeting 
was 373. In addition to the presidents 
troupe, Ernest Dickinson, National 
Blank Book, Rabbi Hyman Schachtel 
and Robert W. Kneebone, National 
Bank of Commerce, spoke. 

The Texas Travelers entertained one 
evening with a cocktail party, buffet 
dinner and dancing to the Ralph 
Martieri Orchestra. The convention 
banquet was held on April 9. 

During the meeting of the Texas 
Travelers Jess Musgrave was elected 
president, with Doyle May and Bob 
Strafford selected as first and second 
vice presidents respectively. New sect 
tary-treasurer is Chas. McDaniel. 

The 1958 ninth district meeting will 
be held in New Orleans. 
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The thing that’s farthest from his mind 
should be uppermost in yours ° ( q 


SCHOOL SUPPLIES | 


Stock and display Dennison School Supplies. 
They mean steady sales and steady profits. 


Gummed Reinforcements 

Index Divider Sets 

Transparent Index Tabs 

Cloth Index Tabs 

Gummed Labels, Stars 
Dots, Lettersets 

PRES-a-ply Labels 

Paper Fasteners 

Mending Tape 

Scotch Tape 

Crepe Paper 

Crepe Streamers 

Gummed Crepe Paper 

Colored Gummed Paper 

Decorative Seals and Cut-outs 


Craft and Decorating Idea Books 


Dennison 


FRAMINGHAM, MASSACHUSETTS 
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Higgins Super Black 


ork with brush and pen 


tor artw 





Two superfine Higgins Waterproof black inks 
PRE-SOLD for you by 
an urgent and increasing demand 


In response to ceaseless demands we are now 
pleased to announce that there is an ink of Higgins 
quality for every graphic need. Cash in on the 


d aN 
HIGGINS 
~~ ane 


customer satisfaction and increasing repeat sales 


assured by Higgins tradition of quality. 





In 4 blacks, white, and 16 colors. 


Serving the trade since 1880 2s 


HIGGINS INK CO., INC., 271 Ninth St., Brooklyn 15, N. Y. 


- = - for more details circle 127 on last page 








| INSTRUMENTS e@ 


filet 


v Foe 8 8 


@ PROTRACTORS e@ OTHER DEVICES 


litiiiiif 


c ON N 





- - = for more details circle 113 on last page 








NY Sw bi gk. os wae 


Buyers, Public Throng 
N. Y. World Trade Fair 

An estimated 130,000 buyers and 
650,000 members of the general public 
crammed the first New York World 
Trade Fair at the Coliseum here during 
its two-week duration. 

The show, which ran from April 14 
to April 27, contained over 3,000 ex- 
hibits from all corners of the globe. 
Though the show was intended prim- 
arily to interest importers and retailers, 
most of the goods on view were con- 
sumer goods and were thus of wide in- 
terest to the general public. 

Among firms represented at the 
show were the following: Atlantic 
Playing Card Company; Bankers and 





: Sales representatives of the H-O-N Co. from eastern, southern and mid-western terri- 
Merchants, Incorporated; Bridgeport tories are shown attending the firm's recent four-day sales conference held in Musco- 
Playing Card Company; Gestetner tine, la. The group is gathered about two models of the new H-O-N desk line. 


Left to right are: John Hahn and Jerry Boulund of the H-O-N sales staff in Musce- 


Duplicator Corporation; Olivetti Cor- tine; Bob Goss, Philadelphia; R. M. Cleary, Winnetka, Ill; William Duval, H-O.N 


poration of America; Plus Computing vice president in charge of sales; Dick Honeyager, Delavan, Wis.; William W. Burt, 
Machines. I - weg Kansas City, Kansas; John Van Lent, H-O-N advertising and sales promotion man- 

ae ncorporated; and Reming ager; Fred Green, Atlanta, Ga.; E. M. Stewart, Jr., Dallas, Tex.; Dave Kohansky, 
ton Rand, Limited. New York and William L. Thomas, Wadsworth, Ohio. 

















NEW lustifte foam rubber stamp pad 
fhe stamp pad you see on the desk — not in it! 


WpP4as, 9B) tii’F as long between inkings! 


N_price — costs no more than ordinary felt stamp pads! 


easy identification! 
years longer! 
ethylene — air tight package never dries out 


it couldn't be easier to slip a pad out of 


SIZES (No. 0, No. 1, No. 2) IN FIVE COLORS 


LOUIS MELIND CO. 

LOS ANGELES 5254 Alhambra Ave. 
CHICAGO 3524N. Clark Street 
DALLAS 714N. St. Paul Street 
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for-volume profits 


~ CARBON PAPERS 
and TYPEWRITER RIBBONS 


Write 


is the RIGHT line 
to feature 


Top profit for you is assured 
because the name WRITE 
guarantees top quality and 
top performance for your 
customers. 
Easy-to-handle WRITE carbon papers 
make more copies, make cleaner carbons, 
and are more economical to use. 
WRITE typewriter ribbons produce clear- 
est, crisp, uniformly sharp letter — and last 
a long time, too. 
Make certain of your repeat sales and cus- 
tomer satisfaction by featuring this sales- 
boosting line. 

“When it’s WRITE it’s RIGHT.” 


Promptest deliveries, always. Send 
for samples and discounts today. 












WRITE 420 Lexington Ave., New York 17, N. Y. 
INCORPORATED Factory: Bridgeport, Conn. 
- - - for more details circle 146 on last page 











SEND US YOUR 
NEWS 
The editors of MODERN STATIONER are always 
interested in all the news about your company and 
your personnel. They urge you to adopt the policy 
followed by so many other stationers in forward- 
ing them regular information about the activities 
of your company and its people. 
ADDRESS NEWS EDITOR 


MODERN STATIONER 
405 E. Superior St. 
Duluth 2, Minn. 

























MARVELOUS 


Yes, marvelous is what dealers all over the country 
say about Consolidated’s deal on business forms. 
Best dealer prices. Best deliveries. Both add up 
to more sales and bigger dealer prices. 


FREE CATALOG Every type of form — 
standard and custom-printed, Redifixt 
forms, register forms, I.B.M. and 
other tabulating forms, W-2 and 
other tax forms. 


WRITE FOR 
CATALOG M 


CONSOLIDATED BUSINESS SYSTEMS, 


30 Vesey St., New York 7, N.Y. BArclay 7-3687 
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NEW 
BATES PENCILIST 


today’s biggest value 
in list finders! 


rhe CO 


new, smart-looking, practical. 


Pencil inside always instantly available. 
Springs open to any letter at a touch. 
1300 spaces for names, phone numbers, other 
information. Widest cards in its field. 
Available in Mahogany, Ivory, Walnut Texture, 
Sage Green, Silver Birch... attractive finishes 
to suit any taste, any decor. 


ONLY $1.95 


the most complete 
line from one 


The dependable source 


Cavalier - Quality List Finders 


by Bates a 
The 


Crusader 


to guarantee lasting 
satisfaction. 6 moc 
27 different finishe 


nge. New 


tate - 7,0 -~ Burlliclaclal-meer 


ffice Vesey Street 
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WELCOME 


WE ARE IN THE PARADE OF OFFICES 


Mel Harrison, chairman of the Minne- 
apolis BOW committee, speaks at the 
kick-off luncheon on April 16, prior to 
Office Improvement Week in Minneapo- 
lis. Listening as he previews the promo- 
tion Mayor Eric G. Hoyer of Minneapolis. 


Twenty-Five business offices were 
featured in the Minneapolis Parade 
of offices during Office Improve- 





BOW Parade 


ment Week, April 22-26 in that city. 

Set up as a test city by the Better 
Offices in Wood committee, prior to 
nation-wide promotion in Septem- 
ber, Minneapolis lead the country 
in paying tribute to well-designed 
offices and in planning or general 
improvement of the businessman’s 
“home away from home.” 

BOW is made up of 16 national 
trade associations, Na- 
tional Office Furniture Association, 
National Stationery and Office 
Equipment Association and Wood 
Office Furniture Institute, cooperat- 
ing to stimulate interest in office 
modernization with wood. Slogan of 


including 





One of the stops during the Minneapolis Parade of Offices was the Hoerner Box 


Factory in Northeast Minneapolis. 


Hoerner vice president and general manager C. 


M. “’Kit’’ Carson expressed pleasure at his office which is entirely furnished in wood. 
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of Offices Prom@ion 


the group is “Better Offices for Better 
Business with Friendly Wood.” 

During the “kick-off luncheon 
the preceding week, Minneapolis 
Mayor Eric G. Hoyer stated that 
Minneapolis was ‘“‘vitally concerned 
with the improvement of its build. 
ings, business offices and municipal 
facilities as an important element in 
the dynamic expansion of the com. 
munity.” 

Six Minneapolis dealers, members 
of the National Office Furniture As. 
sociation, participated in the promo- 
tion by setting up model offices in 
the lobbies of five financial institu. 
tions as well as holding open house 
in their own stores. Lumber and 
paint dealers, plywood distributors 
and millwork dealers worked with 
the office furniture dealers to 
arrange complete offices in wood, 

Articles and cooperative advertise- 
ments were used in the local news 
papers. Also a well-known upper 
midwest columnist told of a visit 
to the Parade of Offices in one of 
his daily columns. The Chamber of 
Commerce cooperated with mailings 
announcing the promotion. 

A key factor in the success of the 
Minneapolis promotion was the 
selection of 25 operating offices on 
the basis of the high standards they 
set in efficiency and appearance, 
which were open for public inspec 
tion from 11 a.m. to 2 p.m. each day 
of the week. Offices selected ranged 
from an advertising agency to a 
union headquarters. Locations apart 
from the downtown area included 
the offices of a box factory in the 
northern part of the city and several 
offices in a modern, covered shop- 
ping center in a southern suburb. 

According to Mel Harrison, chair- 
man of the local BOW committee, 
the offices were selected as examples 
of the “trend to a homelike atmos- 
phere in the office, based on the 
theory that pleasant surroundings 
will improve morale and increase ef- 
ficiency, as well as create a better 
impression on the customers.” 

In their store displays, the dealers 
utilized a special BOW kit which 
included wire hangers, display pos 
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ter, decals, newspaper electros, win- 
dow streamers and other promotional 
material. Banners on their trucks an- 
nounced the dates of the Parade of 
Offices. 

The purpose of the Minneapolis 
“test” was to preview the different 
aspects of the national promotion 
which is scheduled for September. At 
that time the BOW steering commit- 
tee expects that from 30 to 50 cities 
in the United States will run pro- 
motions with the basic pattern as set 
at Minneapolis, but with their own 
variations. 

Robert Spelman, executive director 
of Wood Office Furniture Institute 
and a member of the Steering com- 
mittee of BOW, stated that the start 
must be made in communities that 
wish to take part in the promotion. 


He stressed that it would in effect 
be a local program with success de- 
pending on the cooperative efforts of 
the area dealers. National advertising 
will be run during the month to 
back the local actions. 

Spelman said, “The Minnzapolis 
dealers say that as a result of p!an- 
ning this promotion they have a 
stronger local association than ever 
before. They have established liaison 
with the plywood dealers who will be 
helping them sell office furniture a 
long time after the promotion is past. 
Just think, all of these people in 
allied industries are coming into our 
market, the office, to help sell our 
equipment to the businessman.” 

“If properly tied into, advertised 
and planned, this promotion can be 
the biggest single effort that has 
ever taken place in the office furni- 
ture industry,” he concluded. 

Minneapolis office furniture firms 
taking part in the promotion includ- 
ed Miller-Davis Co., Farnham’s, 





Symbolic of the “eleventh hour” for deal- 
ers who wish to join in the nationwide 
BOW promotion in September are the 
hands of this clock which was the prize 
for the “friendliest” office in The Min- 


neapolis Test. Holding the clock is 


Raphael Blessinger, WOFI president, 
while Elmer Newstrum of Farnham’‘s 
looks on. 


Globe Office Furniture, Jacobson’s 
Office Furniture, Business Furniture, 
Inc. and Dayton’s Contract Division. 








Get your share of the profitable electric eraser business. 
Sell the fully automatic Barber-Colman electric eraser 
with exclusive self-starting feature. Just pick it up and 
start erasing. Quickly, smoothly erases pencil, ink, type : 
... fine lines or solid blocks. A valuable timesaver need- - 
ed by engineers-draftsmen, architects, artists, business 
offices, schools, studios. Carefully balanced palm- 
fit for effortless erasing. Quiet, efficient, trouble- ' 
free 115V, 60C a-c electric motor. Highly de- : 
. thousands in use. A good-profit, 
good-selling item for you. Accepted by Under- - 
writers. Write now for prices and descriptive 
' 
| 
' 
| 
! 


pendable . . 


folder. 


Barber-Colman Company 


Dept. R, 1245 Rock St., ROCKFORD, ILL. 
- = = for more details circle 106 on last page 
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Christmas Card 


begin here 









Bigger 


Sales 





Best-selling designs in styles for all tastes... 
priced to cover the big-volume market. Backed . 
by fast, dependable service. 
5 <3 CS 
* SEND FOR YOUR 2 BOOKS TODAY! ~ 
Greentree Publishers, Inc., Box 1513, Boston 4, Mass. 
Please send me your 2 books of 1957 Personal Christmas Card designs. 
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NEWS 


Cleveland Sees Fifth 
District NSOEA Meeting 

Two days and three evenings of 
business meetings and social events 
during the Fifth District NSOEA 
convention in Cleveland, April 11-13, 
were climaxed by the banquet on the 
last evening. 

Leonard Wilcox, President of 
NSOEA; on the second stop of the 
tour of regional meetings by the presi- 
dent’s troupe, addressed the group at 
the first business session. Outside 
speakers included Louis B. Seltzer, 
editor of the Cleveland Press; Paul 
Brown, coach of the Cleveland 
Browns; O. F. Richardson, Minnesota 
Mining and Manufacturing Co., and 
John N. Christianson, Quality Park 
Envelope Co. 

Paul Burbank, executive vice presi- 
dent of NSOEA moderated the work- 
shop clinic. Other speakers were Elmer 
G. Rahe, vice president NSOEA-manu- 
facturers division, Robert Spelman, 


ee ae SS Oo Be. So 


executive director, Wood Office Furni- 
ture Institute, and Howard B. Klein, 
president of Burrows Brothers. 

Officers elected at this meeting in- 
cluded: Governor, Hanly Morgan, 
Morgan’s Inc., Huntington, W. Va.; 
Vice Governor, Scott Summerville, 
Summervilles’ Inc., Akron, Ohio; Lt. 
Governor—Indiana, Henry L. Chesick, 
Century Press, New Castle, Ind.; Lt. 
Governor — Kentucky, Jack Burke, 
Office Equipment Co., Louisville, Ky.; 
Lt. Governor—Michigan, Thor Marsh, 
Marsh Office Supply Inc., Ypsilanti, 
Mich.; Lt. Governor—West Virginia, 
Fred Ashworth, Stationers’ Inc., Hunt- 
ington, W. Va., and Secretary-Treas- 
urer, Mrs. Ellen G. May, May Office 
Service, Beckley, W. Va. 


Travelers Division 
To Conduct Contest 

At the regular quarterly meeting of 
the New England Travelers Club in 
Cambridge, Mass., John Dwyer, vice 
president of the Field Division NSO- 
EA, announced that this division is 
going to conduct a ‘Mr. Dealer-Sales- 





man of the Year’ contest with a cash 
prize to be awarded. 

Each travelers’ club will submit jts 
selection for the award to a board of 
judges made up of past vice presi. 
dents of the Field Division. 


Williams Named 
Store Manager 

Announcement was made recently 
of the appointment of Arthur A. Wil- 
liams as manager 
of the Howard 
W. Boise Inc., sta- 
tionery, office sup- 
plies and photo. 
graphic e quip- 
ment store in 
Plainfield, N. J. 

Mr. Williams 
previously was as- 
sociated with two 


Williams 
New York Stationery stores, and has 
more than 18 years experience in this 
field. He came to Plainfield originally 
to manage the commercial stationery 
department at Boise’s in 1946. 





{Bulnan 





ADJUST ¥? o: pown 


LEVEL or SLOPED (without brackets, bolts, screws or tools) 


Bulman takes wasted time and work out of merchandising . . . puts 
more appeal and punch into displays because you fit shelves to the 
merchandise or slope shelves by just pulling-out and pushing-in at 
desired position. These fuller-looking and more effective displays 
pull more results . . . as proved by the 31.2% sales increases averaged 
nationally in Bulman planned and equipped stores. 





Write, wire or call 


THE 


Bulman CORPORATION 


DEPT. MS-67 GRAND RAPIDS 2, MICHIGAN 


Offices in Principal Cities 
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eee A NEW IDEA FOR WRITING 


THE Already a best-seller in over-the- 

counter sales in test markets, the 

KOH-I-BALL KOH-I-BALL Pencil promises to be an 
even bigger hit in 1957. Top styling, 

. streamlined nose-piece and beautiful 
finish—together with the interchange- 
able refill feature which means ‘sub- 
stantial savings to the customer and 
repeat sales to the dealer—make the 


KOH-I-BALL a must on every buyer’s 
list. 








(Blue/Black Refills 15¢ Each) 


RETAIL 29¢ EACH 


e 


Complete range of refills with color- 
coded tips for quick identification in- 
cludes: (1) Regular Writing (2) Fine 
Ball for Accounting (3) Blue-Black 
(4) Colors (5) Liquid Lead (6) Repro- 
ducing. 











The popular double-ended KOH- 
KOH- I NOOR PENCIL C0. I-BALL, with Red and Blue points at 


ROSNY, EN SEY opposite ends still only 49¢ each. 
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“The biggest 
thing that ever 
happened in 
the dictionary 
business | "ff 


Pres., Burrows 
Brothers 


oI ONIN wa | 
of the American Language | 





THUMB- 
INDEXED 
$3.75 





MOST UP-TO-DATE 


MORE THAN 
100,000 ENTRIES 


(25% MORE THAN ANY 
DICTIONARY NEAR THE PRICE) 


— and just look 
at these 





discounts! 
89% pages © Over 600 Illustrations 


WEBSTER’S NEW WORLD 
DICTIONARY ° THEAMERicAn 


LANGUAGE 


Concise Edition 


THE WORLD PUBLISHING CO. 
Cleveland 2, Ohio 


SMALL LOTS assorted 40% 
25 “ 41% 

50 “ 42% 
100 “ 43% 
250 “ 44% 
45% 
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The Newest Merchandise 
‘DOMESTIC * IMPORTED 
tog 


‘SNEW ORLEANS GIFT SHOW 


NEW ORLEANS, LA. 
July 21-24, 1957 


the ROOSEVELT HOTEL 
(Air Conditioned Throughout) 





MEMPHIS “COTTON STATES” 
GIFT SHOW 
August 4-7, 1957 
the PEABODY HOTEL 
(Air Conditioned Throughout) 


aN 
a Choose your Fall & Winter! 
tme merchandise NOW from the 
nation’s leading lines. 


Qe e game Brett Shows 
are in YOUR terri- 
tory —— easy and 


economical to reach . . . Saving you 
TIME & MONEY in your buying. 
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New Representative 
For White & Wyckoff 

The appointment of Robert E. Keel- 
ing as its representative in Ohio and 
parts of Kentucky, Pennsylvania and 
West Virginia, has been announced 
by White & Wyckoff Manufacturing 
Co., Holyoke, Mass. 


Two Gift Shows In 
Southern Cities 

Southern gift buyers will have an 
opportunity to do their fall merchan- 
dising “right in their own backyards” 
at mid-summer markets in New Or- 
leans, La., and Memphis, Tenn. 

The shows are the New Orleans 
Gift Show, scheduled for the Roose- 
velt Hotel July 21-24, and the Mem- 
phis “Cotton States” Gift, Jewelry and 
Stationery Show at the Peabody Hotel 
August 4-7. Exhibitor space reserva- 
tions are expected to establish new 
records for both events on the basis 
of current requests, according to Helen 





Pausing from the discussion of their plans for the 1957 National Office Machine 
Dealers Association convention and exhibit are the heads of Tri-State OMDA at 
Pittsburgh. The June 30 to July 3 convention is expected to outdo all previous 
national meetings. Pictured above, left to right are (front row) C. F. Brown; Charles 
Chappell, Pittsburgh chairman; Thomas Turner; Stanley Weiner. (Back row) John 
Hudak, Emil Tracy; G. R. Reetz, and Thomas King. 


Shows, Inc., producer of the shows. 

Management of the Memphis show 
was taken over by the Brett organiza- 
tion for the February show and the 
name changed from the original “Mid- 
South Exhibitors’ to its present title. 


made available in the Peabody Hotel. 

The two southern markets will be 
followed closely by the Minneapolis 
Gift Show August 25-28 at the Radis- 
son Hotel, which is the 26th consec- 
tive event in Minneapolis under the 





Brett, head of Helen Brett Trade Additional exhibitor space has been Brett management. 








This unique new Regency Catalogue... 


features 









VENETiay, 





SE OREN Tye AB K. 


new 





striking 
faces 


Regency’s exclusive and revolutionary new process offers 
superior Heliograving* with all these advantages: 
*(not to be confused with engraving) 

e greater sharpness and clarity of letters 

e new effects with superimposed and angled letters 
@ joined letters in the most favored scripts 

@ speedier production for prompt delivery 

@ superior craftsmanship at an amazingly low price 
FREE: Completely New Flower Wedding Line Catalogue features:— 


exclusive new scripts ® wide selection of ever-popular styles © postpaid 
shipment within two days of order @ liberal 50% discount 


For your FREE copy of the new Flower Wedding Line Catalogue, address your request on your business letterhead to: 


REGENCY THERMOGRAPHERS, 28 West 23 Street, New York 10, N.Y. 
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Take a giant step 





Display the studio card line your 
customers are asking for by name. 


Stop toying with the idea, send for 
our free brochures. 


los angeles . new york 


949 no. fairfax ave., los angeles 46, calif. 





burnt- offerings: || 
Another first by ° 
box cards 





the finest in contemporary greeting cards 
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STOCK... DISPLAY 


> SELL 


Standard and Advanced FLO-MASTER ns 
_. The Proven-Profitable Fast Sellers! 








« 
“Blo-mastor » 
_ FELT TIP PENS y, 
CUSHMAN & DENISON MFG. CO. 


625 Eighth Avenue, New York 18, N.Y. 
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Meilink Sales Contest 

Trek-or-Treat is the name for the 
biggest sales contest ever staged by the 
Meilink Steel Safe Company, Toledo, 
Ohio. 

Simplicity marks this contest, with 
no special gimmicks necessary; all the 
dealer or salesman has to do is sell 
Meilink products. Dealers from all 
parts of the United States will be 
competing for a five-day all-expense- 
paid trek to Chicago, with 116 lesser 
treats being offered. 

The first prize, the trip for two to 
Chicago during the National Station- 
ery and Office Equipment Associa- 
tion’s convention, Sept. 28-Oct. 2, in- 
cludes air or rail transportation for 
the winner and his wife both ways, 
hotel, meals, theater, night club and 
a generous amount of cash spending 
money. 

Second prize is a mink stole, while 
third through fifth place winners will 
receive a portable TV set. Suits of 


imported Italian silk make up the 
next six prizes. A choice of a Polaroid 
pocket size Land camera or an auto- 
matic infra-red rotisserie goes to the 
12th through 17th place winners. 
Prizes 18 through 117 are Zippo 
lighters embossed with a Meilink gold 
safe crest. 

Winners will be judged on a sys- 
tem of points earned during the pe- 
tiod of the contest April 1 through 
June 30. Points are based on each 
$10 of the dealers cost. Winners will 
be announced by August 15. 


NOMDA Arrangement 
With Leasing Company 

With leasing becoming so prevalent 
in the sale of office machines, the Na- 
tional Office Machine Dealers Asso- 
ciation has just completed arrange- 
ments with a well-known leasing com- 
pany to handle such deals for its 
members. 

Considered as another service of 
the organization to keep its members 
abreast of the times, the company will 


provide answers to queries by NOM. 
DAns about advantages of leasing 
over out right purchase or conditional 
sales contracts. 

““We are very happy to have been 
able to set up a plan on a national 
basis,” stated D. L. Keeney, Jr., asso. 
ciation president. ‘There is no doubt 
that this manner of selling is fast be. 
coming popular for all types of busi- 
ness, and we wanted to put our mem- 
bers in a position to compete with 
all other companies.” 

According to the NOMDA office, 
there has been a steady stream of in. 
quiries to the leasing company on how 
the plan works and of its value in the 
sales field. 


Advertising And Promotion 
Manager For Reliance Pencil 

Nat Kornfeld, formerly Eastern 
regional director of the Student Mar- 
keting Institute, has been named ad- 
vertising and sales promotion manager 
of the Reliance Pencil Company, Mt. 
Vernon, N. Y. 





take o NEW LOOK 
Al FRITZ-CROSS CHAIRS 


four Customer {Vill | 











If you want to see some of America’s newest, 
smartest chairs, take a look at one of the country's 
oldest lines... . FRITZ-CROSS. The pioneer F-C 
factory is now pioneering NEW DESIGNS, NEW 
STRUCTURAL FEATURES, NEW deluxe models 
and NEW low-cost leaders. For years and years, 
FRITZ-CROSS CHAIRS have been known and 
noted for efficiency and utility. .. Now they're even 


better known for a smooth, trim NEW LOOK. 


Take a good look at today’s FRITZ-CROSS 
CHAIRS . . . ask for full information about them. 
It's a complete line - - STYLED RIGHT, BUILT 
RIGHT, PRICED RIGHT! 


re |THE FRITZ-CROSS COMPANY 
C 300 E. FOURTH ST. ST. PAUL 1, MINN. 


MODEL F-C 861 
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ZIPPER POCKETS FOR RING BINDERS 


Practical carry-all envelopes. Sturdy Vinylite with 
welded seams & free-sliding Flexi-Grip zipper. Dust- 
proof, waterproof. Asst’d colored and clear zippers. 
For prof people, students, salesmen, homes & 
offices. Carry pencils, stamps, papers, etc., etc. 









STYLE #51 — $2.52/Doz. STYLE #52 — $3.60/Doz. 
9x6"' fits all binders incl. 11 Yax9"' takes 11x8Y2"' in- 
11x82‘. 3 doz/carton, wt. serts. Packed 3 doz/carton, 

f, 22 Ibs. wt. 3Y2 Ibs. 


Extra quantity discount: 5% on 6 doz., 10% on 12 doz. 


XS 
CY Catalogue of 28 fast-selling specialties 
available. Call your jobber, or write: 


ANGLER’S COMPANY 


Flushing 58, N. Y. 
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for Stores That Feature The = Chapel Ad | 


| 1957 GALLERY OF 


eth oe 


Christmas Subjects 


= 4 


Also avatlable— special 
album of attractive Christmas 
Cards for business firms, 


SUPPLY OF SAMPLE BOOKS LIMITED... 
RESERVE YOURS NOW 
executives and professional people. 


Chapel Arf Sty 108 1123 Washington Avenue « St. Louis 1, Missouri 
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full color Halloween 
and Thanksgiving Cutouts 


HARVEST Extra 
HOLIDAY Profits 


Cutout designs are available in four 
popular sizes, to suit every purse and 
purpose. Harvest extra profits this year 
by cashing in on home, school and bus- 
iness demand for colorful holiday dec- 
orations. Write today for complete de- 
tails and prices. 





Eureka decorative seal books-the largest- 
the most diversified line in America today. 
47 year’ round and special occasion books 
to choose from. They will bring additional 
volume and profit to your gift wrap depart- 
ment. See them and you'll stock them. Stock 
them and you'll sell them. 


EUREKA SPECIALTY PRINTING CO. 
Scranton, Pa. 


574 Electric St.., 
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Dennison Names 
Hamilton to New Post 
Philip B. Ham- 
ilton has _ been 
named __ director 
of marketing for 
Dennison Manu- 
facturing Co. 
Hamilton, a 
member of Den- 
nison’s board of 
directors, will 
continue as gen- 
eral sales manager, directing the op- 
erations of all Dennison salesmen in 
the nation. 





Hamilton 


Sees Boom Year For 
Office Equipment 

Office equipment factories in the 
nation expect booming business this 
year. 

Cole Steel Equipment Co. of New 
York is one of the firm’s expecting 
sales to be the best in history. Last 


year was a record season for Cole, with 
a volume of 35 percent ahead of the 
preceding year. 

S. T. Scheinman, president of Cole, 
said the demand for filing cabinets 
and desks is strong and barring unfor- 
seen developments, “1957 should ex- 
ceed last year’s sales by a wide mar- 
gin.” 

Scheinman cited the increase in of- 
fice workers and labor force growth 
among the factors in anticipating more 
sales. 


Three Join Home 
Office Supply Staff 

Three men have joined the Home 
Office Supply Co. of Detroit, Mich., 
as part of the self-service firm’s ex- 
pansion plans. 

Paul DuLyn has joined the order 
desk while Arnold Brown and Don 
Sanborn were named outside sales- 
men. DuLyn and Sanborn were for- 
merly affiliated with the Service Of- 
fice Supply Co. Brown is a new- 
comer to the industry. 


Waldner Names 
Ad Co-Ordinator 

Jerry Della Femina has bee, 
named co-ordinator of D. Waldner 
Company's advertising program, ac. 
cording to a recent announcement 
by Daniel Waldner, president of 
the firm. 

Della Femina, formerly associated 
with Ruthrauff and Ryan Advertis. 
ing Inc., also was named assistant 
editor of the firm’s quarterly maga- 
zine, “The Office Reporter,” still 
in the planning stage. 


Gary Names 6-State 
Sales Representative 
Van R. White has been appointed 
factory sales representative for Gary 
Safe Co. of Los Angeles, Calif., for 
dealers in Illinois, Indiana, Michigan, 
Ohio, Pennsylvania and Kentucky. 
For the past seven years, White has 
covered Gary territory in Missouri, 
Kansas, Texas, Colorado, Arizona, 
Utah, Wyoming, Nevada, Oklahoma 
and New Mexico. 











that are furnished. 


Retail for 1.95. 
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Quick reference bidding and scoring informa- 
tion printed in front of each player - and you keep 
score right on the cover. Has an attractive printed 
fabric texture background in blue, green, pink or 
beige. Fastens securely with pressure stickers 


Three of one color in cellophane envelope 
Your cost: 1.07. 


Visit us at the ATLANTA GIFT SHOW 


Booth 300, Third Floor 























EMPIRE STATE BUILDING NEW YORK 1, NEW 


ee 32 EAST UNION ST. 
C melt mut! we. 


PASADENA, CALIF 


ee a ae a 
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PAPER PUNC 


Simplest, surest paper punch made. Punches all 
3 holes for 3-ring binder sheets at a single squeeze. 
No adjustments to make, no gauges to set, no 
places to mark. Just insert sheets and squeeze! 
Accurate and trouble-free. Weighs less than 16 
ounces; fits brief case or desk drawer. $4.00 list. 





Order from your Wholesaler 


MODEL 3...Punches 3 holes 
\%4" dia., spaced 414" on centers, 
4%" from back binding edge — 
standard spacing 11" x84" sheets. 





NEW ENGLAND PAPER PUNCH CO. UNCH 


PAPER P 
NATICK, MASSACHUSETTS ese 





WESTERN REPRESENTATIVE-HARRY HENKEL ASSOCIATES 
Western Merchandise Mart, 1355 Market St., San Francisco 
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Why not 
build for 


AUTOMATIC 
RE-ORDERS? 


A lot of your items are one-time sales. But if 
your customers are using a system, reorders 
become automatic. That’s the beauty of the “% 
ACCO system of filing. You sell a 
group of related items—Acco Fas- 
teners, Accobind Folders, Accopress 
Binders, Acco Punches—and repeat 
orders come in regularly, in quantity, 
without further effort. 























Acco is advertising nationally to help you 
sell the Acco system and Acco products. 
Show your customers Acco’s advantages and 
you'll get better volume, better turnover, 
better profits! 


ACCO PRODUCTS 
A Division of NATSER Corporation 
Ogdensburg, New York 
In Canada: 
Acco Canadian Co., Ltd. 


Toronto 
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Trowel Tum ... 


THEY'LL WANT TO RECORD IT 





Whether your customers go 
by air, car, rail, or sea there 
is a specially designed Ward’s 
book for them. If they do not 
get one as a gift they'll buy 


for themselves. 


Plenty of journal space for 
daily records of places visited, 
weather, where they dined, 
and other priceless memories 
of their wanderings as well as 
address pages for new friends 
met, autographs, trip high- 
lights, outline maps, and the 
ever important cash account 


pages. 


Ward’s books are made in 
several types, one has special 
information section for air 
travellers, another is designed 
for ship travel. Still another 
is beamed at travel in this 
country, the West Indies, 
Mexico, and South America. 
Then there is a type that in- 
cludes an album section for 
their own pictures. 


Ward’s offer the largest va- 
riety on the market, at a com- 
plete range of prices, and all 
are completely made in our 
own bindery under controlled 
supervision. 


For detailed information write 
for our new catalog. 


SAMUEL WARD 


MANUFACTURING COMPANY 





29-37 MELCHER STREET, BOSTON 10, MASS 
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Here’s Why Everyone Prefers 


UXO 


The Stand in Most Demand 


& 





ATTRACTIVELY STYLED 
* Smooth Contours 
* Rounded Edges 
* Full Round Tubular Steel 


ENDURING STRENGTH 


* Continuous ring of steel rigidly fastened 
completely around the top—solidly ties 
top and legs together 


* Full — Solid Steel Top — no slots or 
openings 
* One-Piece Stamped Base 


SILENT STEEL 


* Steel top is undercoated and fully in- 
sulated by special sound absorbing 
compound 


* Cushioned guide bars and retainers 
* Soft rubber casters . . . soft rubber feet. 













Model B605 
Business Machine 
Stand with 
Cushioned Bars 
and Retainers 





A Complete Line of Stands, Steel Chairs and Stools 
and a De Luxe Personal File 


BADGER, :.:. 


LA CROSSE, WIS. 





KING AT FRONT ST., 
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Photo Albums 14 


The Ace Art Co. is present. 
ing two new photo albums re. 
tailing for $1.98 — The Library 
Album and the : 
Classic. 

Both come in a new shape 
(1014 by 1114 inches) to fit 
any shelf and are listed as pro. 
viding beauty, efficiency and 
durability in the protection of 
snapshots. 


American 


Reference Library 15 


Here is a handy vest pock- 
et reference library for in- 
formation seekers, puzzle 
fans and contest addicts. 

Published by Ottenheimer, 
the set includes the New 
Webster's Dictionary, Cross- 
word Puzzle Dictionary, 
Webster's Synonyms and 
Antonyms, Rhyming Diction- 
ary and Familiar Quotations. 





wresror’s 
STeeny eS 
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Inbuilt Speaker 16 

i For group listening, 

<< Edison Voicewriters may 

now be ordered with a 

new inbuilt speaker ac- 

cessory, or the speaker 

may be attached to recent 

model Executive and Ex- 

ecutive Secretarial Voice- 
writers now in use. 

The inbuilt speaker is 

: located just to the right 

. a of the microphone. A 

switch nearby enables the speaker to choose either microphone 

or speaker playback. 


Everyday Gift Wraps 17 

Sales-boosting assortments of 
everyday gift wraps are shipped 
ready to set up by the Crystal Tis- 
sue Co. 

Besides two different all occa- 
sion assortments, Crystal also of- 
fers baby, adult birthday, juvenile 
birthday, wedding, shower, general 
and stripe asortments. 





Economy Typewriter 18 
With the introduction 

of the “Pacemaker” 

Smith-Corona will offer 


a full-size office type 
writer aimed at the mid 
dle market of small busi- 
ness men who cannot 
justify the purchase of a 
deluxe office typewriter. 
Suggested to retail at 
$179.50, the machine will 
be sold, like portables, through non-exclusive dealers. 
1957 
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REPEAT ORDERS ARE EASY 
WHEN YOU SELL THE BEST... 








THE Complete LINE OF REGISTERS AND FORMS 


Satisfied customers mean repeat orders Don’t forget Hano’s complete line of 
... you guarantee your customer satis- Snap-a-Parts, Continuous and Tabulat- 
faction when you supply them with Hano __ ing Forms. 
Registers and Hano Register Forms. 
Two Hano plants are ready to supply 
you with a complete line of Custom 
Autographic Register Forms, Semi-Cus- 
tom Forms and many special-purpose 





COMPANY, INC. 


standardized forms. MANIFOLD PRINTERS SINCE 1888 
Stop your forms-shopping problems General and Sales Offices: | Warehouse and Branch Plant 
and sell Hano. Holyoke, Massachusetts Mt. Olive, Illinois 


Some dealerships open in the South, Southwest and Midwest for established stationers. 


Today’s best Portable is Hano’s Hano Refolder Counter Models Hano Register and Cash Drawer 


All-Aluminum ... made in three are available in four standard __ is today’s best answer to complete 
sizes suitable for counter or “on = widths and lengths from 344’to cash, charge and paid-out record 
the job” forms writing. 11”. Electrically anor and _ keeping. 


line hole models are also available. 
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For HIGH Profits 


Ny cold are lale Me aaeliileh cs 
The ORIGINAL 


‘Botton Moistoner 


2 MODELS + 3 COLORS 








Model 3A Tg 


Brown, black or 
grey porcelain base 


Model 3C 
Grey or black cast iron 
wrinkle finish base 


MANY USES—moistens stamps, envelopes and 
labels in a jiffy, or for moistening fingers when 
handling papers and counting money. 


A FAST SELLER— you have a prospect for multiple 
sales in every bank, office, insurance company, shipping 
department, commercial house and institution. 

Your customers will like these features: 


e sparkling chromium cover of durable cold-rolled 
steel, fits perfectly on 


@ attractive porcelain base with glossy baked enamel 
finish (Model 3A), or on 


e@ wrinkle-finish sturdy cast iron (Model 3C) 
@ weighted bases will not tip 


e 4 rubber feet protect desks and tables from marring 
and scratching 


e 3” adjustable brush always moistens evenly 


ORDER FROM YOUR DISTRIBUTOR TODAY 


Place a trial order and see how fast 
the Pike “Better Moistener’’ moves, 
or, for literature and full information, 





write or phone 


=°))) PIKE 


E. W. PIKE & CO., INC. 


490 NORTH AVENUE, ELIZABETH, N. J. 


su telalthacleatiacia wedi 


Pike ‘‘BETTER MOISTENER’’ for 30 years 


Elizabeth 2-0630 
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Boxed Christmas Cards 19 


Priced for the volume 
market, the boxed Christ. 
mas card lines of Calj. 
fornia Artists (Sea] 
Beach) now include the 
Christmas Accents series, 

Accents solid packs re. 
tail at $2.50 and are litho. 
graphed on same paper as personalized album lines. Sales aids 
include full-color promotional mailers and attractive album, 





Pencil Sharpener 

The Hadinor No. 63 Uni- 
versal pencil sharpener, 
which is made in West Ger- 
many, is available from Sil- 
ver Bell Limited, Importers, 
Distributors of office equip- 
ment. 

Four separate blades of 
Swedish steel are used for 
four separate functions rang- 
ing from sharpening of cas- 
ing only to different sizes of mechanical pencil leads. 





Office Planter 21 
Marnay Sales, man- 
ufacturer of Partitioner 
free-standing space di- 
viders has designed a 
lower box which at- 
taches directly to the 
finishing posts. 

The office planter, 
according to Marnay 
Sales, was the result 
of dealer request. The units come in several different sizes. 


Hanging File Folders 


Latest innovation in hang- 
ing file folders is the recent- 
ly introduced ‘Vertiflex 
Plus” system by Advance 
Industries. 

Each heavy-duty folder has 
an aluminum rail along both 
edges, with special grooves 
to accomodate a_ patented 
plastic tab. Also available is a plated steel adapter frame which 
can be simply installed in any file drawer to accomodate the 
hanging folders. 





Gift Wraps 23 

A new line of everyday packaged gift wrap products has 
been announced by Kaycrest. 

The new packaged products for everyday sale feature 
ribbons, foils, and papers in packages ranging from 29¢ to 
$1.19 retail. Color-styled by Dorothy Draper, the line was 
designed to make everyday gift wraps a major volume item. 


Modular Units 24 
New “Correla- 
tion’’ modular 


units with remoy- 
able bases are the 
latest in the lines 
by Corry - James 
town Manufactyt 
ing Corp. 

It is said that greater flexibility is possible in that the 
modular units can be combined with modular tables of standard 
29 inch height or 26 inch typewriter height. 
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Appearance Aways Counts 


Discerning secretaries everywhere —whether they're typing for 
the company president or Poseidon—want the impression they 
create to be the correct one! That’s why so many of them look 
to Columbia ribbons and carbons for that something extra that 
puts their office correspondence in a class by itself! 

Columbia Ribbon and Carbon Manufacturing Co., Inc., 
Glen Cove, New York. 





a 
RIBBONS AND CARBONS 


CLASSIC + SILK GAUZE * MARATHON + COMMANDER 
PINNACLE . RAINBOW ° DH &D ° TITAN 


This advertisement also appearing in the June, 1957 issues of: Glamour, The Secretary, Office Executive, and 


The Office. 
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Sterling Lord, left, receives the George 
B. Wray award on behalf of the Leopold 
Co. for the best exhibit in the 1957 
National Office Furniture Association 
convention exhibition. Milton Stone of 
Offureps Club, New York, the donors of 
the trophy, made the presentation. 


DR. LAPP... 

(Continued from page 25) 
in reserve which, after other attempts 
at closing, can then be brought out and 
thus keep a prospect further consider- 
ing your proposition. 

The fact that some event relative 
to your company, your supplier, or 
in the prospect’s community is about 
to take place may be the basis for 
closing some sales. Then, too, remind- 
ing the buyer that a purchase must 
be made now to have it and be ready 


for a seasonal period may cause some 
buyers to act now rather than put off 
a buying decision. 

Close by Asking the Buyer a Direct 
Question! 

If you have tried all other methods, 
then as a last resort just asking directly 
will often produce results. The fol- 
lowing statements may be helpful: 

“Do you want me to include this 
item on your next order?” 

“Shall I wrap this item up?” 

“Shall I have it delivered to you 
along with the other items?” 

“How soon will you need this item 
in stock?” 

Some Tips on Closing 

“Do you want to take this with you 
or do you want it delivered?” 

“You have followed my recom- 
mendations in the past. So why don’t 
you go ahead on this one? Shall I 
write up the order now?” 

A few summary thoughts on closing 
which may be helpful: 

1. Don’t wait until the end of a 
sales presentation to try to close— 
attempt to close whenever the oppor- 


tunity presents itself. Be close cop. 
scious as soon as the customer appre- 
ciates a need for an item. 

2. Begging for an order usually 
will bring about an unfavorable reac. 
tion. 

3. Don’t give up if you try one 
close and it fails. 

4. Often if you hesitate after ask. 
ing for an order you may have 4 
greater opportunity of getting a posi- 
tive answer from a prospect. 

5. Practice your closing techniques 
until you do them as a natural part 
of any sales interview. 

This formula, C-A-S-H, for closing 
may help you remember some impor. 
tant points. 

C—Confidently expect the prospect 

to buy. 

A—Ask for the order. 

S—Sell an idea. 

H—Help the buyer decide. 

Closing the sale is the final step in 
your selling effort, but take it when- 
ever the opportunity presents itself 
even if it means skipping a number 
of other sales steps. 





“RED CHECK”...now also in green! 








Here is the 


It's Check-Up Time for Summer Profits ! 


There are checks and cheques! The Paper Art kind brings in plenty 
of the bank kind. Here’s the sales champ for any event from buffets to 
birthdays. Complete in red or green with Dinner Napkins, Luncheon 


Napkins, 9” Dinner Plates, Table Covers, 
Bridge Table Set with 4 Matching Napkins, 
and Paper Art's handy, fast moving Snack 
Bowls. Time to check your “checks”... 
order now! 


Paper Art Company, Inc. « 25 yrs. in America’s finest stores 
3500 North Arlington Avenue, Indianapolis 18, Indiana 


@ Please send your 1957 Catalog 
Store Name 











Address 





City State 











- - - for more details circle 137 on last page 








| NEW LOOK 
that will bring Markwell 
Dealers increased sales 


> Markwell Office Staplers now furnished 
complete with Staples 


» New lower Dealer prices on Markwell Staples 
>> New lower Consumer prices on Markwell Staples 
>> New and exciting Sales Aids 


200 HUDSON 





Markwell Premium 
Quality Office Staplers 
— designed, styled 
and priced for every 
stapling need 
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HOME MARKET... 

(Continued from page 21) 
and ink (type labels and information 
if you can), sheets of writing paper, 
small gummed labels of file folder 
tab size, a stapler, paper clips and 
a metal filing cabinet. 

2. Label file folders with the 
twenty items indicated above. 

3, Gather these items from wher- 
ever you are at present keeping them 
and sort them according to their re- 
spective place in your file. 

4. Now take one subject at a 
time. Write the information concern- 
ing it on a sheet of paper. If the 
words “keep in your safe-deposit 
box” appear in the information, note 
it. Date the paper. (Be sure you do 
take them to your safe-deposit box 
later. ) 

5. Clip or staple the set of in- 
structions you have just copied to the 
inside of each folder. Stapling is the 
most satisfactory as it is more perma- 
nent. 

6. With your folders thus pre- 
pared, fill them according to the in- 














“Go catch that lady who wanted the 
mixed stationery! Tell her we have 
plenty of it now!” 











structions as to what should be kept. 
Arrange in alphabetical order. 

A good sales clincher is to inform 
the housewife that once the file is in 
order, it will only take a few hours 
a year to keep it up-to-date. Possibly 
a top drawer should be used as the 





permanent file, with material for in- 
definite storage kept in the second 
drawer. 

Whatever money, time and energy 
are put into organizing a household 
record file, they will be amply re- 
paid by family peace of mind con- 
cerning their records. 





BRAND NAMES 


(Continued from page 19) 
Alexandria do.” 

Relating his entrance into the brand 
names competition, Mr. Landry smiled 
as he commented that both this year’s 
winning scrapbook and the previous 
one which took fourth place were 
made up in his garage. Further ex- 
planation revealed that he had install- 
ed an office and workshop in the 
garage to facilitate after hours work. 

The theme carried throughout the 
scrapbook was ‘Brand Names in the 
Spotlight.” Measuring 22 by 24 inch- 
es, the volume contained 90 pages. 
Several of the giveaway items were 
inlaid on a cut-out portion of the book 
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where many pages were glued together 
to present a firm backing. 

“Actually, I owe it to my wife that 
I entered last year,’ he said, adding 
that when a manufacturer had offered 
to sponsor the Standard Printing Com- 
pany, he had been hesitant about en- 
tering until his wife persuaded him. 
Mr. Landry stated that she had also 
helped him immensely in putting the 
book together. 

“In fact, I was really lukewarm 
about the whole thing, until I got to 
New York last year to accept the 
fourth place certificate. Brand Names 
Foundation really does a wonderful 
job.” 


In talking to last year’s winners in 
his category and other akin retail divi- 
sion, Mr. Landry discovered more 
about the competition and resolved to 
make an extended effort this year. 
Reviewing the winning scrapbooks also 
enabled him to get some ideas to de- 
velop for his future presentation. 

According to Mr. Landry, the real 
proof of the value of brand names 
advertising is revealed by the fact 
that their store actually serves more 
as a showroom than a store. “The bulk 
of our business is over the phone or 
by outside sales force, even though 
we are on one of the busiest corners 
in town.” 











CLASSIFIED ADVERTISEMENTS 


Deadline for classified advertisements is the fifteenth of the 2nd month 
receding the month in which the magazine is issued. RATES 

um Order: $4.50. Names and address are to be ‘included in the count, 
Initials o or sets of figures are to be counted as one word. 


: 20c a word. 











HELP WANTED 





SALESMEN WANTED with following 
among stationery and chain stores for 
competitive line of Thumb _ Tacks, 
Staples, Paper Fasteners, Adhesive Cel- 
lop e Tape and complete line of 
Brushes. Box 134, Modern Stationer and 
Office Equipment Dealer, 405 East =. 
ior Street, Duluth 2, Minnesota. 6-57 





Excellent opportunity in “city of destiny” 
on Great Lakes Waterway for person 
who wants permanent connection in a 
well-established firm. Prefer sales ex- 
perience in complete — 20 ply and 
equipment lines. Box 142, ern Sta- 
tioner and Office Equipment "aee, 405 
East Superior Street, Duluth 2, eee * 








Fine Leather Desk Sets 
Pads and Accessories 


CATALOGUE NO. 56 
ON REQUEST 


Stationers Specialty Corporation 
19 W. 21st St. New York 10, N. Y. 











for more details circle 142 on last page 


50 


Top rated manufacturer expanding cov- 
erage with dramatic new line of station- 
ery novelties. Medium and low priced 
portfolios included. Wholesale and retail. 
Write stating territory covered and ex- 
perience. Sterling Novelty Products, 2701 
N. Milwaukee Ave., Chicago 47, Illinois. 

6-57 





TEXAS & OKLAHOMA 
Manufacturer of nationally advertised 
writing instruments seeks representation 
on commission basis. Applications to 
contain lines carried, exact territory, 
frequency of coverage, types of accounts 
and age. Box 141, Modern Stationer and 
Office ees Dealer, 405 East Super- 
ior St. luth 2, Minnesota. 6-57 





Nationally recognized firm desires sales- 
man or saleswoman familiar with gift and 
party shops. Stationery stores and de- 
partment store stationery operations in 
Oklahoma, Arkansas and Southern Kan- 
sas. Straight commission basis for per- 
sons handling not more than two other 
lines. Reply and photograph to Box 144, 
Modern Stationer and Office Equipment 
‘ge 405 East Superior Street, Duluth 

, Minnesota. 6-57 





Outstanding opportunity for thorou 5 
experienced, topnotch salesman. 

established, nationally known paper goods 
line active in leading department, gift, 
book. stationery stores. All accounts 
turned over. Exclusivity Greater New 
York. Applicants having own following 
in this trade send detailed resume with 
first reply. Box 143, Modern Stationer and 
Office Equipment Dealer, 405 East 
Superior Street, Duluth 2, nemeemees a 





LINES WANTED 





SALESMEN WANTED 
NATIONALLY PROMOTED FLIP-IT 
ALBUM FOR DEPT., GIFT, STATION- 
ERY AND sae STORES, ay 4 
gl WHO GET OUT AND SELL 

E HANDLED. AS SIDE LINE. LIBERAL 


COMMISSION WRITE GIVING BACK- 
GROUND AND TERRITORY DESIRE 
REGAL & .» INC. 220 FIFTH 


AVENUE, NEW YORK, N. Y. 6-57 


ESTABLISHED REPRESENTATIVE WITH 
TEN YEARS EXPERIENCE in the 
SOUTHWEST open for good lines to go 
into Stationery, Furniture and_ Office 
Supply Stores. Participates Regional 
Shows. Box 145, Modern Stationer and 
Office Equipment Dealer, 405 East Super- 
ior St., Duluth 2, Minnesota. -57 















































Mey 27-28 — NSOEA District 12 Meet. 
ing, Hotel Ahwahnee, Yosemite, Calif 


June 2 — International Shut-In’s Day, - 


June 2-5 — Stationers’ Guild of Cap. 912 Am 
ada, Annual Meeting, MacDonald Ho. type 
tel, Edmonton, Alberta. 103 

June 3-4 — NSOEA District 7 Meet. for 
ing, Hotel Savery, Des Moines, Iowa, 104 Aps 

June 9-17 — Father-Son Week. 2nd 

June 10-11 —- NSOEA District 13 9105 Bod 
Meeting, Grossinger Country Club, star 
Ferndale, N. Y. 106 Bor 

June 14-15 — NSOEA ory 2 Meet- era 
ing, Hotel Sagamore, Lake Geor 
Bolton Landing, N. Y. S 107 Bot 

June 16 — Father's Day. 108 “ 


June 27-29 — NSOEA District 1 Meet. 90 
ing, Hotel Griswold, Groton, Conn, 


June 30-July 3 — National Office 109 Bor 
Machine Dealers Association, conven pet 
tion and exhibit, Penn-Sheraton Hote, § 110 Bre 
Pittsburgh, Pa. she 

July 1-2 — NSOEA District 3 Meet §9}1 Bu 
ing, Claridge Hotel, Atlantic City, N. J. me 

July 4 — Independence Day. 112 Bu 

July 14-18 — California Lamp, Picture & — 
Accessories Show, Biltmore Hotel, Los § 443 €- 
Angeles. on 

July 21-24 — Washington Gift Show, § 114 Ch 
Hotel Willard, Washington, D. C. ca 

July 21-24 — New Orleans Gift Show, § 195 Ge 


Roosevelt Hotel, New Orleans. 
July 21-26 — 45th California Gift Show, pe 








Ambassador and Biltmore Hotels, Los § 16 Cs 
Angeles. 
August 4 — Friendship Day. 17 ¢ 
August 4-15 — Chicago Gift Show, La 
Salle Hotel and Palmer House, Chicago. § 108 D 
August 4-7 — “Cotton States” Gift, a 
Jewelry and Stationery Show, Peabody 119 D 
Hotel, Memphis, Tenn. 
120 E 
ee CARTON OPENERS 121 F 
ee STRING CUTTERS x 


Write for literature and latest prices 

MODERN SPECIALTIES CO. 

4301 W. Ogden Ave., Dept. MS 
Chicago 23, Ill. 










—, 
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SEEWELL OPTISCOPE 49c 2% 


America’s fastest selling 
pocket magnifier is now 
available with cases in at- 
tractive colors. Newly de- 
signed display cards guaran- 
tee fastest turnovers and 
b-i-g profits. 

Thru Distributors Only 

a. t emnens 


TESTRITE CUNSTRUMENT co., INC.” 
135 Monroe St., Newark 5, N. J” 










; 
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ADVERTISED PRODUCTS 


10} Acco Products, Inc. — filing sup- 
plies — poge 43. 

102 Americon Writing on Se 
typewriter papers — page 6. 
Angler Co. — zippered envelope 

© ne tladom <= gage 4. 

M Aree Poduc, Ine. per — 


i tate, agree TES 
— page 44, 
itn Co. 
eraser — page 35. 
107 Bates Mfg. Co. — list finders — 
page 33. 


electric 


108 Blakeslee, C. Scott, & Assoc. — 
gomes —— page 

109 Box Cords — greeting cards — 
pege 39. 

110 Brett, Helen, Trade Shows, Inc. — 
shows — page 37. 

111 Bulman, Corp., The — self-service 
merchandisers — page 36. 

112 Butler Fixtures Co. — store fixtures 
— page 34 

113 C-Thru Ruler Co. — rulers, tri- 
angles, etc. — page 31. 

eee 40 Gee <- Clams 

cords — page 41. 

115 Columbia Ribbon & Carbon Mfg. 
Co., Inc. — ribbons, carbons — 
page 47. 

116 Creftint Mfg. og em gee 
by-number oil 

117 Cushmen & Denison Mfg. Co. — 
felt tip pens — page 39. 

118 Delte Products 
mats — page 30. 

119 Dennison Mfg, Co. — school sup- 
plies — page 31. 

Myris Soedsiy Detsting Go. tas. 

— holiday decorations — page 4 

121 Fritz-Cross Co., The — i at 

— page 40. 


office chair 


122 General Pencil Co. — colored pen- 
cils — page 4. 

123 ponate Se ae SE G0 som Deane 

— page 16. 

124 059 then a 

cover. 

125 Greentree Publishers, Inc. — Christ- 
mes cards — page 35. 

126 H-O-N Company, The — office 
desks 3rd cover 


127 Higgins Ink Co., inc. — black inks 
— page 31. 

128 Koh-I-Noor Pencil Co. — ball point 
pencil — page 37. 

129 Markwell Mfg. Co., inc.—staplers, 
staples — page 48. 


SS 
cards — 


131 Melind, as te =~ nian one 


— page 32. 


132 


— page 49. 

133 Modern Co. — carton 
openers, string cutters — page 50. 

134 New England Punch Co. — 
punch — page 

135 Norcross, Inc. — greeting cords — 


pages 10, 11. 


Oxford Filing Supply Co. — hang- 
ing folders — page 15. 

Paper Art Co., inc. — paper table- 
ware — page 48. 


137 


Melind, Louis, Co. — rubber bands 
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MODERN STATIONER Name 
Tell-Me-More Dept. 
Please print or Street 


type information 





Business Name 
















weecererececececsees 







































1 
12 13 


New Products: 
10 1 
21 


102 
108 109 110 111 
117 118 119 120 
126 127 128 129 
135 136 137 138 
144 145 146 147 





112 
121 

130 
139 
148 


104 
113 
122 
131 
140 





105 
114 
123 
132 
141 


Note: Inquiries for items not serviced beyond September 15, 1957. 








115 116 
124 125 
133 134 
142 143 
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ADVERTISED PRODUCTS 


138 Pike, E. W., & Co., Inc. — mois- 
tener — page 46. 
139 Roberts, byenng —— co. — 


erasers — page | 
140 Heno, Philip Co., a 
ond forms — poge 45. 
141 Smith, E. Errett, Inc. — bridge 
table cover — pege 42. 
142 Stationers Specialty Corp.—leather 
accessories — page 50. 
143 Testrite Instrument Co. — pocket 
— page 50. 
144 Ward, Samuel, Mfg. Co. — record 
books — page 43. 
145 wets — — dictionary 


Fe Be. a arnam, GUN 
— page 3 

wit aeee: & Wyckoff Pa’ co. — 

typewriter stationery — page 13. 


148 Consolidated Business Systems — 
forms — page 33. 


NEW PRODUCTS 


1 Imported Playing Cards — 
aula ait dliniis cenlie wend tn Gao- 
many. 

2 Personal Address Labels—1000 Ic- 
bels retail for $1.00. 

3 Gift Wrappings — 
peckage offers foil 


combination 
ornaments and 











| BUSINESS REPLY ENVELOPE | 
FIRST CLASS PERMIT NO. 665. SEC. 34.9. P.L.@R., DULUTH, MINN. 


TELL-ME-MORE DEPT. 


MODERN STATIONER 


405 EAST SUPERIOR STREET 
DULUTH 2, MINNESOTA 








BUSINESS REPLY ENVELOPE 


FIRST CLASS PERMIT NO. 665. SEC. 34.9. P.L.AR.. DULUTH, MINN. 





TELL-ME-MORE DEPT. 


MODERN STATIONER 


405 EAST SUPERIOR STREET 
DULUTH 2, MINNESOTA 


















en ee eel 


Movable Portitioning —  eaiy N 
for 

changed partitions for business ax 
Fiber Glass Desk Legs — 
resistant legs are functional 
decorative. 
Suspension File Line — all-nyln 
aeer eouiio Cor Qa a 


Personal T Pa . 
rant paper ter torical came | fe 


Gift W Paper — 
he cee teed ata. ae 
fountain 


Pen Pack — pu 
> For 


rse-size 
pen and pencil in plastic case, 
ae peril ond anna 7 
pound ond en sizes; 
hundred. - can O 


fourte 
—sin; 
idea | 


Printing Celculator — 
methods with 10-key machine, 
New Chair Line — wood is featured 
in combination with brass ferrule, 
Stationery Line — designed by 
Betty Bets, teenoge euthery. © | SN 
Photo Albums — new size O 
by 11% inches) to fit ony H-O- 
Reference Library — familicr wi |’ 
umes in pocket size editions. 

Inbuilt Specker—speaker now bulk | LES‘ 
in for group listening. and 
Everday Gift Wraps — all-occasion | bigg 
assortments of gift wrapping paper. 
Economy Typewriter — full-tize 
souies aimed at middle market, 


taches directly to partition posts. 
Hanging File Folders—file foldens 
hang down instead of en ». 
Gift Wraps onchee es 

foils and papers in al post ranges. 








NEW Gag 


DESK LINE 





finds dealers responsive to profit advantages 


ONLY 16 COMPONENT PARTS CREATE 36 MODELS 


For example: With a modest stock of four top 
sizes; eight pedestals; four skirt and leg assemblies, you 
can offer your customers a choice of 36 desk models— 
fourteen in 261/,” height and twenty-two in 29” height 
—single and double pedestal. This H-O-N component 
idea gives you these very real advantages: 


SMALL INVESTMENT: For the cost of several stand- 
ard set-up desks you can have a range of 36 models of 
H-O-N desks, with a very low dollar investment in 
inventory. 


LESS WAREHOUSING: Space-saving in your store 
and less warehousing costs on the outside reflect in a 
bigger profit margin. 


GREATER SERVICE: Here indeed is an opportunity 
to provide a real tailor-made service to fit a customer's 
requirements exactly. 


MORE FLOOR SALES: One H-O-N unit on your 
sales floor can earn more dollars tm square foot than 
any other item. You can merchandise these desks hard. 


SIMPLIFIED ORDERING: When re-ordering you need 
get only the components necessary to round out your 
stock. Standard colors are : Spruce, Sandalwood, Gray. 


THE H-O-N DESK LINE has a modern, fresh appear- 
ance. Tops are finest quality Panelyte, stain and mar- 
resistant. Legs are artfully formed solid steel. Drawers 
operate quietly on nylon rollers. Good construction and 
skilled workmanship are apparent in every part. More 
information in greater detail is available. Write to 
H-O-N Co., Muscatine, Iowa. 


HERE IS A REPRESENTATIVE GROUP OF MODELS IN 29-INCH HEIGHT 














53214-CD 53114-CD 




















54224-CD 





53224-CD 
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Globe-Wernicke Streamliner Desks . . . the only 


that have color-matched fiber glass legs, the 
stationery compartment, the Arc-Swing typewriter 
nism and the visible record arm slide. A host of other by 
sales features includes soundproofing, nylon drawer gi 


The 5 2 interchangeable pedestals and molded or square-edged 


As a franchised G/W dealer, you will sell this desk along 4 
the most complete line of business equipment in the 
advanced A wide variety of sales-aids, plus a complete sales training p Ogt 
is available for you and your employees. A hi 
successful advertising campaign in national publications sug 


el desk Fortune, Business Week, Newsweek and others is making the E 


“Globe-Wernicke” the most remembered name in business equipg 










¥ 


It costs you nothing to learn about the advantages of a y 


Th America Globe-Wernicke Franchised Dealership. Why not write 


for full inforn 


GLOBE-WERNICKE FRANCHISE valuatl 


] a4 








remember... 
success depends 
on the strength 

of your line 





GLOBE-WERNICKE 
‘B) 





CINCINNATI 12, OHIO THE WORLD'S 


FINEST BUSINESS EQUIPMENT, SYSTEMS, AND FILING s 
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